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NATIONAL VOICE TRADE 


more than ever before 
it’s 


Actual sales records of thousands of 
stores prove that it is Acme Cowboy 
Boots... the actual ACME brand... 
that builds the kind of cowboy boot 
department you want; easier sales; 


greater volume; full profits; and un- 
surpassed customer satisfaction! 


1956 Advertising ... the greatest yet! 
Full-color pages in national maga- 
zines! 400 Newspapers for intensive 
home-town sales wallop! Free window 
displays, newspaper mats, and other 
dealer helps! 


Catalog available. 





WORLD'S LARGEST BOOTMAKERS 


ACME BOOT COMPANY, Inc. 


Clarksville, Tennessee 
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in-one-shoe 





can be worn 4 ways 
Pump -Strap-Bow-or Tie 
IN STOCK 





eS 


40333 
WITH STRAP 











40331 
WITH BOW 













The ¢ Way Shoe 
IN STOCK 4 WAYS 






40332 
WITH LACE 
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THE NEW IN FASHION- 
WHEN IT IS NEWS TO 
THE VOLUME MARKET... 
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, 288 A Street, Boston, Massachusetts 
” Div: Consolidated National Shoe Corp. 
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“Malxe haste to Glowersville. 
Bring LEVOR’S 
new CALE’ leather 
im all their fine colors 


for the Queen’s shoes!” 





















































LEYOR CALF & KIP IN THE COLORS YOU WANT, ALSO WHITE & BLACK 


G. LEVOR & CO., INC. 
BOOTH 3 TANNERS FOR 80 YEARS 


AT THE LEATHER SHOW GLOVERSVILLE, N. Y. 
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This proof of extra value 
helps you make more sales 





And they're sewn with nylon thread... 
the strongest thread used in shoes! 





Children give shoes lots of rough wear. That’s why you’ve got a powerful 
sales clincher when you can tell customers that the children’s shoes you sell 


le 
are sewn with nylon thread. Nylon is famous for its strength. In children’s " When your sa th read- i 


shoes, its abrasion resistance is important, too! So your customers have hangs bya 
added reasons to associate quality and durability with your product. tt nylon . 
Nylon’s extra strength also helps keep your customers sold—helps insure make sure 
valuable good will. 
Leading thread manufacturers use Du Pont nylon and ‘“‘Dacron’’* poly- 
ester fiber to produce the strong thread used in many of today’s top lines 
of shoes. Check your supplier to find out if the shoes you sell are sewn with 
nylon or “Dacron’’, so you can take advantage of this extra sales feature. RE6. U. 5, paT.ort 
*“Dacron” is Du Pont's registered trademark for its polyester fiber. BETTER THINGS FOR BETTER LIVING 


» THROUGH CHEMISTRY 


NYLON 


DACRON 


REG. U. B. PAT OFF 
POLYESTER FIBER 


for sewing thread 
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When theyre 
paire d-up 
they step- 


NEOLITE runs the 
shoe industry's biggest 
advertising campaigns! 


NEOLITE advertising is the greatest, most power- 
ful, most persistent the shoe industry has ever 
seen! Year after year NEOLITE ads run in big 
national magazines reaching many millions! And 
right now—in 1956—you’ll find NEOLITE adver- 
tising in Vogue, Glamour, Mademoiselle, Seven- 
‘een, Esquire, Life and Parents’ .. . 


PLUS TELEVISION 
+». Special announcements on the 
GOODYEAR TV PLAYHOUSE 
Alternate Sundays 9-10 P. M. 
EDST, NBC Network 


One of America’s top-notch TV Shows... 
be sure to see it! 





REOLITE, AM ELASTOMER RESIN BLERD 1. M.— THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OIO 
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YOUR BRAND 
SHOES 





- up sale 
because ~~ el 


@ in an impartial coast-to-coast “Brand Recognition" Survey 
nearly 9 out of 10 people knew NEOLITE! 


@ NEOLITE outranked the next competitive brand by more 
than 13 to 1. 


There’s no question about it— “silent salesman.’’ The NEOLITE name 
NEOLITE popularity is tops! works hard and effectively to boost 
; he best-selling brands! 
And even more important is the sales of even the best — 
fact that the tremendous popularity RAK EM 
of NEOLITE is based on NEOLITE Whether you manufacture men’s, 


quality. No soling material made any- women’s or children’s shoes—or all 
where beats NEOLITE for lightness... three categories— you'll find it profit- 
for flexibility ... for long wear! able to ‘‘pair-up’”’ with the name and 


: 2 st 
No wonder dozens of leading shoe fame of NEOLITE! 


manufacturers feature NEOLITE on Get all the facts from your Good- 
many of the most wanted lines! Ex- year Representative. Or, if you pre- 
perience proves that the NEOLITE fer, write to Goodyear, Shoe Products 
trademark on the sole of a shoe is a Division, Akron 16, Ohio. 


NEOLITE SOLES ‘SY | 
MADE ONLY BY GOODSYEAR on itt 





August 15, 1956 


SC ea A Sr SEDER GES. SH nA ea ad AI ep ONSEN 


SKIN 


| 


CALI 


> | 
ad 


S 
/ 


—— 


"LAWR 


It’s a matter 
of beauty 


On her feet, but close to 
her heart is the beauty of 
Devon Calf by Lawrence. 
She loves its many dramatic 
colors . . . its soft, supple 
caressing touch. She buys 
Lawrence Devon Calf — 
because it’s a matter of 
beauty. You'll sell 
Lawrence Devon Calf 

— because that’s a 

matter of fact. 


A. C. LAWRENCE LEATHER COMPANY 


& DIVISION OF SWIFT & COMPANY (ime 


PEABODY, MASS. 
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THE TWEEDY LOOK 
IN LEATHER 


Every he-man has a tweedy side he likes to show on the right occasion 
—and that’s just the time and place he’ll wear the Stetson KirzBUHEL. 
It originates from a type of footwear that is native to Austria’s rugged 
mountains and rustic hamlets, and it features the most beautiful leather 
you’ve ever had the pleasure to offer in a premium quality shoe. 
Tanned from selected French skins, its rich coloring and luxurious 
deep nap has never been matched in this country. The imported 
Italian sole is artfully molded of natural gum rubber —a revelation in 
flexibility and feather weight comfort. The KirzBuHe is a *‘must’’ Fit ani ae ian, aceeies vw tuninns mae poate 6bs.0 ae eeee 
for your fall selling — because it is so ideally suited to your customers’ 
needs — and because we’re going to tell them so, in four color 
national advertising! Priced to retail at $27.95. 

THE Srerson SHOE Company, INnc., SourH WrymoutH 90, Mass. 


~—m kKitzbuhel 


AVAILABLE IN BOTH OLIVE DELDICALF, STYLE NO. 1650, AND RICH TAN DELDICALF, STYLE NO, 1651, 
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Noted for their uniformity, dependability and popularity the 


Northwestern Line for '57 best answers the requirements of manufacturers of all 
types of footwear. In a wide range of colors and weights they are unsurpassed in 
quality and value. See the full line at the show ... you're sure to find the tannage 


you prefer... AND you'll find it pays to concentrate on NORTHWESTERN IN '57. 


NORTHWESTERN LEATHER COMPANY 
210 SOUTH STREET, BOSTON 11, MASS. 





























For 


SPRING 1957 
CONCENTRATE 


ON THESE FAMOUS 


ORTHWESTERN 


LEATHERS 
SOONAC - MACKINAC 


This mellow smooth chrome tannage ina Big brother to the famous Tamarac this proven 
wide variety of lively colors possesses combination tanned leather is ideal for new 
the character and durability required in '57 dress and sports wear styles. 

all types of children’s footwear. 


NIPIGON 


A new aniline finished glove type leather that 









is increasingly popular for unlined footwear. 


BOOTH 105 * WALDORF ASTORIA HOTEL * NEW YORK 
AUGUST 21-22 


MELLOW SPORT WORKSHOE COMBINATION ELKS 
NIPIGON MALLARD SMOOTH PAC SOOTAN 
NORTHWEST MOUNTED MACKINAC ELKO 
RN . 
asap GRAINS KITCHENER TAMARAC SOONAC 


FAMOUS NAME 


LEATHERS HIKER 


WINSOR JR. 








QUALITY LEATHERS... 








it’s smart to be greedy about NET PROFITS! 





AVERAGE DOWNSTAIRS 
SHOE DEPT 


AVERAGE UPSTAIRS 
SHOE OF! 


AVERAGE DOWNSTAIRS 
SHOE DEPT. 


“BASED ON 1955 PRICES 
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HERE ARE THE FACTS:* 
MARK-ON AVERAGE 


om ps 43.5 


38.7 
42.1 


MARK-DOWN AVERAGE 








oe —— | 2.8 


AVERAGE UPSTAIRS ot oe aye ithe 
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The smartest thing you can do to get MORE GROSS PROFITS is to sell 


ENNA JETTICKS! The dollar and cents figures speak for themselves: 
When you sell $100.00 worth of ENNA JETTICKS, you have $40.70 profit after mark-down. 


When you sell $100.00 worth of the average line of women's shoes, you have only $32.40 profit after mark-down. 


BE GREEDY...MAKE MORE WITH ENNA JETTICKS 


® 


row . bet 


The Shoes You Love To Live In 


a aS aan 


Some Styles $11.95 


DUNN AND McCARTHY, 
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The first half of the six 
teenth century was a 
period of gaudy richness 
Fancied by the nobleman 
this boot of brocaded 


velvet was made with 








ornamental slashings to 
set off the turn-down 
top and puffed toe 


MN 
4 


i) 


te , 
= oe 





TODAY eee _ itis in Acme Cow- 


boy Boots of American tradition that boot- 





making reaches its peak in craftsmanship 
and popularity. Here are sturdy, com- 
fortable boots of authentic western 
design, skillfully made from the world’s 


ee LOUIS GI OTN] 


finest leathers. 


RETAIL PRICES: 

intents! — $3.95 to $6.95, Boys’ and Girls’ — $4.95 to $12.95 
ACME BOOT COMPANY Ladies’ and Men's — $12.95 to $22.50 
Clarksville, Tennessee 
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The Consumer Nobody Knows 


For an industry which enjoys such a close and intimate 
relationship with the consumer at its point of sale, it is 
difficult to understand why we, in shoes, have failed to 
develop a better understanding of our customer and his 
buying habits. Diligent study and intensive effort by 
several generations of dedicated shoemen have revealed 
a wealth of clinical information on the human foot and 
its measurements, which our last and shoe makers have 
translated effectively into the finest fitting shoes in the 
world. Actually we know more about our customer's feet 
and how to fit them, than we do about him, his preferences 
and his buying habits. And yet, every day we are offered 
the opportunity of making millions of first-hand inter- 
views with our customers which could be the basis for 
invaluable market data. 

With the American gross national product at an all-time 
high, and consumer spending for goods and services roll- 
ing along at an unprecedented rate, the time would seem 
to be most opportune to take a closer look at our con- 
sumer and what makes him tick. Many economists and 
marketing experts are confounded by what seems to be an 
almost insatiable appetite for these goods and services and 
have been predicting the inevitable period of adjustment. 
Yet inventories of soft goods, remarkably, show no un- 
usual bulge. Meanwhile the population continues to in- 
crease at what can only be described as a “phenomenal” 
rate. 

We are a nation on the move, and radical changes are 
taking place in the distribution of our population by age 
groups and by geographical locations. Our market and 
merchandising patterns are in a similar state of flux. Yet, 
as an industry, we are just beginning to recognize a need 
for more consumer research and marketing data. It is only 
in the last few years that we have attempted even the 
sketchiest kind of program, and the first real study of the 
United States shoe market is yet to be attempted. There 
is an apparent and very necessary need for such a program 
to determine what our consumer wants in shoes, what he 
can afford to pay for them, where, when and why he will 
buy an extra pair. And we must identify this elusive 
“extra profit margin” for our product before we can devise 
a program to acquire it. 

Year after year, and season after season, we proceed on 
a trial and error basis to style, build and price lines of 
shoes, always hoping that somehow we will evolve a 
formula that will appeal to our customer’s taste and 
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pocketbook. Few industries would proceed on a venture 
involving a capital investment of the size to which we 
commit ourselves to bring a season’s shoes to market, with 
the sketchy incomplete data upon which we are forced 
to operate, 

Over a decade ago, the automobile industry embarked 
on a program of study of consumer preferences in styles 
and colors which enables it to forecast with reasonable 
accuracy what the public’s taste will be a year and more 
ahead, And the wealth of information it has provided, 
has enabled engineers to make constant improvements in 
design and safety factors in automobiles. Radical changes 
in body designs, “forward looks,” are always on the draw- 
ing boards waiting to emerge as “cars of tomorrow,” mak- 
ing last year’s models completely obsolete. 
and finishes are in crucible and laboratory ready to be 
enlisted in the never-ending campaign to catch the con- 
sumer’s eye and dollars. Nineteen fifty-seven automobiles, 


New colors 


you may be sure, will be startlingly new and different, 
highly salable, and exactly what the public will be look- 
ing for. And RESEARCH completed a year ago has made 
all this possible. 

For months now, topflight advertising and promotion 
men have been hard at work creating magazine advertis- 
ing, TV spectaculars and elaborate radio programs which 
will convince your customer that he must have a new car 
in 1957... and all their efforts will be built on an under- 
standing of their market developed from RESEARCH. 

No other industry has made as complete and thorough 
a use of market research, nor has implemented it with the 
precision with which the automobile industry employs it. 
They not only know what their customer wants, but how 
much he will be able to pay for his new car when the 
necessary allowance for a “deal” or trade-in has been 
made, 

There is no uncertainty in the automobile manufac- 
turer’s mind on styling or color, nor what advertising 
techniques must be employed to win his market, nor how 
that advertising will be financed. He won’t be up against 
a deadline when the automobile show opens with lines 
incomplete and styles in the “trial” stage, a condition in 
which too many shoe lines find themselves the week before 
the opening of the National Shoe Fair. 

In a short time the National Shoe Institute will announce 
the results of its campaign for a proposed shoe industry 

[TURN TO PAGE 92,° PLEASE] 
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Tingley Rubbers really “stretch 
on” fast! —Save time and effort 
for mothers and teachers. 

And Tingley Rubbers look so neat... 
feel so light... fit snug all around 
... won't slip off... and are they tough! 
Junior can wear Tingleys over any shoe 
style, too, 





either .. . one pair of Tingley Rubbers 
fits four shoe sizes. Save with Tingley, 
the rubber that “grows” with the foot! 
Available in 7 basic sizes, fitting shoes 
from 614 to 12% and 1 to 4, Colors, 
Red, Brown, Black. Price range $1.98 
to $2.39. 





SHINE / 


basic sizes 


fit all children's and 
youngsters’ shoes from 








Tingley Rubbers have some- 
thing noconventional rubber 
can claim. Even little tots 
can put them on easily. 
There’s no size problem, 





RUBBER CORPORATION 
ES RC 


903 ROSS STREET »* RAHWAY, NEW JERSEY 
Established 1896 


RUBBER FOOTWEAR FOR ADULTS «© CHILDREN + MECHANICS «© FARMERS 








6, to 4. 


This advertisement appears in Parents’ Magazine — September 


Let this advertising in 
PARENTS’ MAGAZINE 
help you sell more merchandise . . 


1,675,000 reader-mothers, with over 3,000,000 kindergarten 
and school-age children, buy with confidence those products 
that have earned Parents’ Magazine Commendation Seal. 


Tingley Rubbers for children and youngsters have every 
thing. There is nothing in the market like them. They 
S-T-R-E-T-C-H . .. children can put them on with ease, yet 
they won't pull off accidentally. 


These modern all-molded rubbers have all the rugged 
wearing qualities of Tingley Rubbers for grown-ups, yet they 
are light and stretchy. Perfectly molded rights and lefts are 


designed to fit several shoe sizes. They grow with the 
child’s foot. 


Mother can turn them inside out and wipe them clean and 
dry in seconds—and they are priced right. 


@ Four sizes of Tingley childs’ rubbers cover shoe sizes 
from 6% to 12%—against 13 sizes in lined rubbers. 


16 





. with far less inventory. 


@ Three sizes in Tingley youngsters’ rubbers cover shoe 


sizes from 1244 to 4. 


Think of it! Only seven sizes to fit all young people's 
shoes from babyhood to adult sizes. 


You can’t help making more money with Tingley Rub 
bers. Fewer sizes mean smaller inventory, no carry-over, 
faster turnover, less investment—in short, a far better return. 


There is a Tingley distributor near you, Back-to-school 
is just around the corner. If you now carry Tingleys, check 
your stock control records TODAY. 
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busy life treasure 
the fashion look... 
fashion colours and 


enduring beauty of 


HUBSCHMAN’S CALF 


...for example, this 


outstanding Arch Rest 





strap, illustrated in 
#518 CHERRY RED 


and quality crafted 


by The 





4 


\ Irving Drew Corporation 


\ Lancaster, Ohio 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 
FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 


vA 
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DR. LOCKE’S enlarged 


in-stock department 


guarantees immediate shipments... 


immediate profits...FOR YOU! 









Red Calf 
Black Kid 
Brown Kid 
Bive Kid 
Also, Black or Bive 
Kid with ¥4” Platform 










CONNIE 


Black Suede 
Brown Calf 
Black Calf 










Black Kid 
Red Calf 
Blue Calf 











Dr. Locke's new and enlarged In-Stock Department 
now assures immediate filling of your orders... 
from the most complete assortment of patterns 


ever offered. Complete size runs on all patterns. 


Dr. Locke Shoes combine chic fall styles and colors 
with perfect foot comfort. More than ever, dealers 
are realizing increased profits and tremendous re- 
peat business. Few markdowns . . . no profit losses 
... with Dr. Locke Shoes! 


For a copy of our In-Stock Catalog showing an 
unusual range of merchandise ready for immedi- 
ate shipment, and full information on Dr. Locke 


Shoes, write: 


iets TF OCKE 


SHOES 


LOCKWEDGE SHOE CORPORATION 
OF AMERICA 
40 West Main Street, Columbus 15, Ohio 
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(rrateful 
Acknowledément 


F.. many years, this particular column in 
the Boot and Shoe Recorder has served my 
father as a favorite means of communication 
with his friends and the shoe industry. 

He was most jealous of that contact. 

It is therefore appropriate that in this, his 
column, we take cognizance of his passing— 
he died on July 24th—-and acknowledge with 
deep appreciation the many expressions of 
sympathy and condolence that our family has 
received. 

“E. B.” left us a great heritage. For the 
past forty years and more, his high ideals and 
precepts have been the very heartbeat of the 
Boot and Shoe Recorder, 

He had but one purpose—to serve the in- 
dustry—and all of his endeavors were in that 
direction. 

Now, we shall do our utmost to continue 
to publish the Boot and Shoe Recorder on 
that same high plane. 

Thank you, one and all, for your kind 
thoughtfulness. 


$13. \abne, hii 


Publisher 
BOOT AND SHOE RECORDER 
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JUMPING-JACKS 


VAISEY-BRISTOL SHOE COMPANY 
MONETT, MISSOURI 
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Whenever you sell a good pair of shoes, you can increase your 
profit and stimulate customer satisfaction by suggesting a pair of 


Miller Spring Extension Trees. 


These trees exert constant steady pressure on the shoe. Whenever 
shoes become damp or wet they’ll dry out to proper shape because 
this full Miller tree is a composite form carefully modeled to help 


maintain the lines of the origi- 
nal lasts. Curling, cracking, and 
loss of shape are minimized. 
Shoes look better, are more 
comfortable to wear. Shoes last 
longer. 

Get your share of the shoe 
tree profits and make more 
satisfied customers at the same 
time. 


FREE CATALOG 
with Money-Making Tips 


hee 
A TTR 


ILLER 


SHOE TREES 


| ‘Remembe r J 





You can select trees 
from the complete 
Miller line to suit 
every price range. 


MAIL COUPON TODAY! 


Pes SS SSS SS SS SSS SS SF SSS SS SSS 


Plymouth, New Hampshire 
Gentlemen : 


©. A. MILLER COMPANY 


Please send me complete information on Miller Trees. 
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Fine fitting shoes 
ae Quality construction 
me Speedy, steady service 
a A healthy profit on every pair 


= Dollars for Dealers! 
Better check into it 


Little Yankee Shows 


THE YANKEE SHOEMAKERS, Division of Sam Smith Shoe Corp., NEWMARKET, NEW HAMPSHIRE 
















World’s largest producer Sy. 
Cs .- 
; “a” 


“98 
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a 8 8 super 
comfort, 
too! 





BILTRITE 


NURONCHEPE 


SOLES 











Give your shoes the sales punch of BOTH color and 
comfort! Super-soft, super-light Biltrite Nuron-Crepe Soles 
are the world's largest selling cushion soles. Available in 
a rainbow of sales-appealing colors . . . from deep, 
handsome shades to lovely new pastels . . . for smart, 
fashion-right styling. 


Long wearing Biltrite Nuron-Crepe Soles are also available 
with an extra non-slip feature . . . the original Biltrite 
Squee-Gee design! 


(me BILTRITE 


Sd HEELS AND SOLES 


AMERICAN BILTRITE 


RUBBER COMPANY 
CHELSEA 50, MASS. 


In Canada: American Biltrite Rubber Co., (Canada) Ltd., Sherbrooke, Que. 
Warehouses: 2440 Enterprise St., Los Angeles — 1010 Gratiot St., St. Louis 
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... Fight 
for every 
occasion! 


Here's leather at its finest... for 

just the right balance of good taste 
and comfort. It’s Rueping’s 
TOMAHAWK...smooth, lustrous, 
richiy finished...as selected by the 
Commonwealth Shoe and Leather 
Company, makers of famous 

| Bostonian Shoes. Ask for TOMAHAWK 


...the leather of unmistakable quality! 











SHOES: “The Marvin" 
Style No. 6697 
Commonwealth Shoe & Leather Co. 
Whitman, Massachusetts 


LEATHER: Rueping’s TOMAHAWK 
Color Number 87 


RUEPING 
fine beater fot fiwe dtp 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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USMC Plans No Let-Down in Shoe Research 





Though Corporation’s Diversification Program Will Be Pushed, It 


Plans No Slackening of Search for 


FLEMINGTON, N. J.—Commenting on 
the United Shoe Machinery Corpora- 
tion’s program of diversification, begun 
two years ago with the establishment 
of its Industrial Sales division, George 
R. Brown, president of the corporation, 
told stockholders attending the annual 
meeting here that the program is mak- 
ing good progress. Answering a flow 
of friendly questions from the floor, he 
revealed that his company’s research 
facilities, said to be among the best in 
the country, are continuing to engage 
in the exploration of new fields. Mr. 
Brown stressed, however, that there 
had not been, nor would there be, any 
let-down in the amount of research 
devoted to the creation of new and 
improved machines for use in the shoe 
industry. 

It was pointed out in the company’s 
annual report that new fields of 
development included Dynasert, which 
is a type of conveyor having a large 
number of machine stations where 
component parts are inserted into 
printed wiring boards widely used in 
assembling modern radio, television, 
industrial and military electronic 
equipment; the improvement of these 
conveyors, making it possible for them 
to handle larger resistors than could 
the early models, as well as capacitors, 
jumper wires, tube sockets and other 
components; a hand-held pneumatic 
tacking machine which has created 
considerable interest, particularly in 
the furniture industry; the continua- 
tion of commercial trials on an auto- 
matic power screw driver and auto- 
matic power nailer; and the develop- 
ment of potential markets in the 
packaging industry for a new cement 
supplied in coil form. Applicating 
devices for this cement, known as 
Thermogrip, have also been developed. 

“The development of new and im- 
proved machines and products for the 
shoe industry,” stockholders were told, 
“continues to be the primary objective 
of our research program.” Mentioned 
in the annual report as new was the 
Goodyear Insole Channeling and Lip 
Setting Machine — Model A — which 
combines two shoemaking operations 
formerly requiring separate machines; 
and the USMC Staple Side Lasting 
Machine—Model D—which is used to 
druw the shoe upper tightly to the 
last and to fasten it to the insole with 
curved staples which do not penetrate 
to the foot side of the insole. 

“Work has continued during the year 
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on the broad subject of automation in 
the shoe industry,” it was said, “but 
much remains to be done before this 
can be considered a_ practical or 
economic development.” 

Questions during the proceedings at 
the annual meeting, at which all di- 
rectors were reelected, indicated the 
hope of a few stockholders that at least 
a portion of the approximately $6 
million received by United from the 
court-directed sale of two of its sub- 
sidiaries, the J. C. Rhodes & Company 
Branch and W. W. Cross & Company, 
might be distributed as a dividend. Net 
earnings of these two companies, it 
was said, were between $500,000 and 
$600,000 annually. 

Mr. Brown pointed out several 
factors justifying the maintenance of 
2n reasonably strong working capital 
position, such as the ordinary demands 
of the business; the long-range diversi- 
fication program to which he already 
had referred, and which is designed to 
make the stockholders’ investment more 


profitable; building of a new eyelet 
factory; and the possibility of provid- 
ing air-conditioning for the company’s 
office building in Boston, most of which 
is rented to outside tenants and which 
must be maintained as a first class, 
modern and competitive rental prop- 
erty. 

Several questions about the shoe 
industry’s 1956 prospects elicited the 
reply from Mr. Brown that the con- 
sensus is that total shoe production 
for the year will compare favorably 
with the preceding year. 

In a statement mailed to stockholders 
with checks covering the corporation’s 
two - hundred - and - fourth consecutive 
quarterly dividend, it was noted that 
total volume of business for the three 
months ended May 31 had increased 
from $17,877,820 in 1955 to $19,924,637 
in 1956; and that net income after 
taxes had increased from $1,850,357 to 
$2,567,687. Net after taxes and pre- 
ferred dividends amounted to 76 cents 
per common share in 1955. It was $1.07 
in 1956. The 1956 figures include gains 
resulting from sale of shoe machines 
outstanding under lease, after allowing 
for Federal income tax at capital gain 
rate, equivalent to approximately 38 
cents per share. 





Nectow Becomes President 


Praspopy, Mass.—S. N. Nectow, since 
1952 the executive vice-president of the 
A. C, Lawrence Leather Company, here, 
has been named president, and has also 
been elected vice-president of Swift & 
Company, of which the leather firm is 
a subsidiary. He is one of the best 
known and most respected men in the 
shoe and leather industry. 

Mr. Nectow started in the leather in- 
dustry in 1914 with Gutterman Strauss 
& Company. Eleven years later he es- 
tablished and was made manager of the 
finders’ cutting department of England 
Walton & Company, then a partially- 
owned A. C. Lawrence subsidiary. Later 
he became vice-president and a mem- 
ber of the England Walton board of 
directors. In 1981, England Walton was 
purchased outright by A. C. Lawrence, 
its sole leather division was consider- 
ably expanded and Mr. Nectow was 
made general manager of that division. 

Two years later, when the England 
Walton firm was dissolved and all its 
business was taken over by A. C. Law- 
rence, he was made a vice-president of 
the latter company, charged with the 
management of the sole and belting 
leather division, In 1936 he was elected 
to the board and, in 1952, became ex- 
ecutive vice-president of the company. 





of A. C. Lawrence Leather 





' 
S. N. NECTOW 


Currently a director of the New En- 
gland Shoe and Leather Association, 
Mr. Nectow has also served as a di- 
rector of the Tanners’ Council of Amer- 
ica, and as chairman of the executive 
committee of the Council’s sole and 
belting leather division. He has also 
been a director of the Boston Boot and 
Shoe Club, and a member of the policy 
committee of the Leather Industries of 
America. During World War II he was 
a member of the industry advisory com- 
mittees of the War Production Board. 
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Outside Firms Will 
Make 2 Keith Lines 


Brockton, Mass.—The George E. 
Keith Company, manufacturers of 
Walk-Over and Keith Highlanders 
shoes for men, have announced the sale 
of the last of its eleven manufacturing 
buildings, this one in Middleboro, Mass., 
to Robert Goldstein president of Ply- 
mouth Shoe Company. These two lines 
of shoes, according to a release signed 
by Jean R. Keith, company president, 
will be made henceforth under contract 
by other companies in the Brockton 
area. 

Mr. Keith said his firm will continue 
its retail store, executive offices, retail 
stores division and in-stock department 
here. Lasts, dies, patterns and other 
equipment will be moved to whatever 
plants are selected by the Keith firm. 

In a formal statement, Mr. Keith 
said, “This move will bring about a 
more economical production set-up with 
lower overhead and will result in even 
more competitive prices on Walk-Over 
lines. 

“The new manufacturing economies 
will be accomplished by combining 
Keith’s production with other well- 
known quality facilities in the Brockton 
area. Thus, the making of Walk-Over 
men’s shoes remains in the area where 
the company was founded 82 years ago 
by George E. Keith. 

“We are looking forward to the next 
82 years and believe these consolidation 
moves will put us in a sound growth 
position. It is anticipated that there 
will be little or no interruption in the 
flow of production.” 

In addition to Jean R. Keith as pres- 
ident, the management group will re- 
main the same; Fred Belyea, vice-pres- 
ident and superintendent; Robert H. 
Fesler, vice-president and general sales 
manager; Clarence R. Nowack, vice- 
president and manager of retail divi- 
sion; Watson Greenfield, treasurer and 
Leon French, purchasing agent. 





U. S. Figures Put June Shoe 
Level at 44.6 Million Pairs 


WASHINGTON—According to figures 
released recently by the United States 
Department ef Commerce here, foot- 
wear production in June, 1956, was 
44.6 million pairs. This was 10 per cent 
below production in the same month of 
1955 and seven per cent lower than 
the 48 million pairs produced in May, 
1956. 

Men’s dress shoe production in June 
was six million pairs. Production of 
this type decreased 13 per cent from 
the level of June of last year, and was 
18 per cent lower than the 7.3 million 
pairs made in May, 1956. 

Women’s dress and work shoe pro- 
duction in June of this year amounted 
to 18.6 million pairs and decreased six 
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Flight of Business to Suburbs in L A Affects Shoes Less 


Los ANGELES—An overwhelming 
percentage of retail sales here are being 
made in the outlying areas of Los An- 
geles, according to a carefully compiled 
and ccntinuing home audit of the Los 
Angeles Times. The information was 
contained in a map supplied by the 
newspaper to its advertisers. 

To prevent a fallacious overall fig- 
ure, the study does not include spend- 
ing for foodstuffs, but it also shows 
that virtually 66 per cent of bank de- 
posits in the area are located in neigh- 
borhood institutions. 

The map shows the locations of 27 
new suburban department stores, built 
since the end of World War II. All are 
without exception huge, multi-storied 
establishments which look more in 
keeping with the downtown area than 
the residential communities in which 
they are located. 

An interesting development is that, 
as soon as such stores open, they are 
quickly surrounded by other buildings 
until the new area soon resembles a 
“downtown” shopping district. 

Reasons for the trend are obvious—- 
parking problems, smog, dingy build- 
ings. The buying public takes everv 
opportunity to avoid the metropolis 
when possible. When merchants make 
it possible, by opening important out- 





lets in their community, there is little 
reason they should make the trip. 

Distance is also a factor. From resi- 
dential San Fernando Valley to down- 
town is a good 15 miles; about the 
same from Westwood. From Downey 
it’s about 25 miles. The chain of free- 
ways which have cest an emperor’s 
ransom have not provided an answer. 
They have merely provided more and 
faster routes for trucking companies. 

As soon as a new link is opened, the 
truckers put more vehicles on the route 
and practically take it over. Local resi- 
dents don’t call them “freeways”; they 
call them “truckways” and travel on 
them has become so hazardous due to 
the juggernaut vehicles that some 
drivers use city streets in preference. 

The shoe merchant has been less 
hard hit by this trend than other re- 
tailers. When it comes to buying 
clothes and shoes, a third of the people 
make the trip to Los Angeles. Reasons 
given are greater selection of style and 
fashion, better selection of fit and sizes, 
and the fact that competing lines are 
located close together so that immedi- 
ate comparisons can be made. 

The feeling seems to be that every 
refrigerator of a certain make is ex- 
actly like the next one, but one shoe 
store has something a little different. 





per cent from the 14.5 million pairs 
made in June, 1955. However, produc- 
tion of these types was four per cent 
above the number made in May, 1956. 

The output of all other footwear for 
June of this year was 11 per cent lower 
than the number produced for the same 
month in 1955 and was nine per cent 
lower than production for May of this 


year. 





National Shoe Retailers Plan 
August 22 Style Conference 


New York—The semi-annual Style 
Conference of the National Shoe 
Retailers Association which concen- 
trates on exploring footwear trends 
for the season ahead will be held for 
spring and summer of 1957 at 2:30 
P.M .,August 22, in the Terrace Room, 
Hotel Plaza, here. 

Shoe design trends will be discussed 
by Margaret Clark Miller, well-known 
designer in the industry. The theme 
of her talk will be “Rush! Fashion 
Enclosed.” 

The color and texture story in leath- 
er and apparel fabrics will be pre- 
sented by Kathleen Casey, Editor, 
Glamour Magazine. Mrs. Casey has 
titled her talk, “Landscape Colors.” 

All members of the shoe and allied 
industries were made welcome to at- 


tend the conference; however, ad- 
mission cards are necessary and 
requests should be addressed to 


National Shoe Retailers Association, 
274 Madison Avenue, New York City— 
MUrryhill 6-7520, 


U. S. May Import Foreign 
Shoe-Last Roughing Lathes 


WASHINGTON — More foreign lathes, 
used for shoe-last roughing, will be im- 
ported into the United States in the 
months ahead, if the Senate and Presi- 
dent Eisenhower give their approval to 
pending legislation to suspend the im- 
port duty on certain types of lasts. 

Under the provisions of legislation 
approved by the House on July 12, im- 
port duties are suspended for the fol- 
lowing: 

“Copying lathes used for making 
rough or finished shoe lasts from mod- 
els of shoe lasts and, in addition, capa- 
ble of producing more than one size 
shoe last from a single size model of a 
shoe last.” 

The House was told by Chairman 
Cooper (D., Tenn.) of its Ways and 
Means Committee that copying lathes 
for making shoe lasts are “expensive 
and specialized types of machinery,” 
and that the United States shoe indus- 
try now uses about 400 turning lathes, 
many of which were made 20 or 30 
years ago. 

“The type lathes described in the 
bill are not now being made in the 
United States, and are available only 
from foreign sources,” it was said, 

“Removal of the duty on these lathes 
would benefit both the domestic shoe 
last manufacturing industry and the 
consumer. Only a small number of such 
lathes would be imported and the rev- 
enue loss to the government would be 
negligible.” 
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New Policy in Force 
At PPSSA Style Meetings 


New York — Under a new policy 
adopted by the Popular Price Shoe 
Show Joint Industry Committee, all 
member companies of the National As- 
sociation of Shoe Chain Stores and the 
New England Shoe and Leather Asso- 
ciation have been invited to have mem- 
bers of their organizations attend the 
general fashion meeting conducted by 
PPSSA at 9 A.M. Monday, August 20, 
in the Jansen Suite of the Waldorf- 
Astoria. Heretofore, attendance at this 
meeting was limited to members of 
PPSSA style committees. 

The session will be devoted to a pres- 
entation of significant trends for spring 
and summer, 1957. The meeting will be 
conducted by the PPSSA fashion staff, 
Doris Weston and Helen Joseph, fashion 
director and shoe coordinator, respec- 
tively. They will present and evaluate 
color and fabric information from the 
textile and apparel markets and relate 
it to the new leathers and other shoe 
materials. 

The decision to open this meeting to 
association members came as a result 
of the fine reaction from PPSSA style 
committee members to the content and 
presentation of previous sessions, ac- 
cording to Edward Atkins and Maxwell 
Field, PPSSA co-managers. 

“Shoe meetings” of the various 
PPSSA style committees are being 
scheduled as usual. Attendance at these 
sessions will be limited to committee 
members. The schedule of these meet- 
ings follows: 

Children’s Shoes—Monday, 
20, 10:30 A.M. 

Women’s Casuals and Dress Flats— 
Monday, August 20, 2 P.M. 

Women’s Sports and Welts—Tues- 
day, August 21, 8:30 A.M. 

Women’s Dress Shoes—Wednesday, 
August 22, 8:30 A.M. 

Men’s Shoes—Thursday, August 23, 
8:45 A.M. 

All meetings will be held in the Wal- 
dorf-Astoria, 


August 





Quartermaster Opens Bids 
On Air Force Footwear 


PHILADELPHIA — The Philadelphia 
Quartermaster opened bids for 127,- 
890 pairs of men’s black leather oxfords 
August 14, Procurement is for the Air 
Force with delivery scheduled between 
November, 1956, and January 1957. 

The depot said an additional 42,630 is 
being reserved for small business under 
a partial joint determination. It said 
the exempted portion of this procure- 
ment will be only with small firms who 
submit bids at a unit price within 120 
per cent of the highest award made. 

The Quartermaster has also invited 
bids covering 98,800 pairs of men’s 
black leather combat boots for the Air 
Force. The delivery schedule is the 
same as for the oxfords. 
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Baker Paces 210 Associates Golf With 66 


St. Louis—The second annual golf 
tournament and outing sponsored by 
the St. Louis Regional Chapter of 210 
Associates was held at Norwood Hills 
Country Club and proved even more 
successful and attracted a greater turn- 
out than the initial event last year. 
More than 200 shoe men and suppliers 
attended the event, which culminated in 
a banquet and entertainment on the 
clubhouse terrace. 

Homer Baker of Wohl Shoe Com- 
pany, general chairman of the tour- 
nament and outing, proved that his 
winning the low gross last year was 
no accident by again snaring the prize. 
Mr. Baker shot a sizzling 66 to pace all 
the golfers, and thus takes a second 
leg on the permanent Cooney-Weiss 
trophy. Three legs are required for 
permanent possession, and unless Sam 
Snead should join the St. Louis 210 
Associates, Mr. Baker will be tough to 
head off when the event rolls around 
again next year. 

In golf, low gross runners-up were 
Jay Strauss, Wohl Shoe Company; Jess 
Drews, International Shoe Company; 
and Erv Manske, Colonial Tanning. 

Low net in the golf match was won 
by Hank Dubin, Langerman Shoe Com- 
pany, who was awarded the Paul 
Revere sterling silver bowl donated by 
Boot AND SHOE RecorpER. Second low 
net went to Clarence Schmitz of United 
Shoe Machinery, third low net to 
Charles Cashin, Proctor Counter Com- 
pany, and a tie for fourth was shared 
by Ray Benningson of Hamilton Shoe 
Company and Frank Greenleaf of 
United Shoe Machinery. 

Don Carleton of Cutter-Karcher took 
first in the blind bogey, with a three- 
way tie for second shared by Jerry 
Scissors of Fashion-Thimble, Bob Lun- 
dahl of Midland Shoe Company and 
Morry Goldstein of Goldstein-Intrater. 





Homer Baker, left, of Wohl Shoe Com- 
pany, winner of low gross, congratulates 
Hank Dubin, Langerman Shoe Company, 
winner of low net at the St. Louis 210 
Associates second annual golf tourney. 
Other golf contests were won by Jim 
Wessling of Weber Shoe Company, Ear! 
Sadtler of Wohl Shoe Company, Monte 
Lopata of Frolic Footwear, Harvey 
Oberman of M. Oberman & Sons, and 
Alfred Clifton of Dover Shoe Company. 

The three-man corkball team of 
Frank Fernandez, Hamilton Shoe Com- 
pany, A. D. Bickel, International Shoe 
Company, and Fred Weber of Weber 
Shoe Company, came through with top 
honors. 

In the horseshoes contest the singles 
title went to Les Feldman of Vanguard 
Chemical Company, and the winning 
doubles team was composed of Jimmy 
Jones and Tom Flood, both of Midland 
Shoe Company. 

Prizes ranged from golf bags to golf 
shoes to portable radios to golf balls. 


A series of attendance prizes for just 
being present added to the number of 
210 members who earned prizes. 





Compo Shoe Machinery Names Advertising Manager 


WALTHAM, Mass.—George H. Blinn, 
Jr., who has had several years of ex- 
perience in the industrial advertising 
and sales promotion fields, has been 
named advertising manager of Compo 
Shoe Machinery Corporation. An- 
nouncement of his appointment was 
made by Charles W. O’Conor, Compo 
president. 

Prior to joining Compo, Mr. Blinn 
handled advertising and publicity for 
the National Shoe Products Corpora- 
tion of Boston, and, before that was 
advertising and sales promotion man- 
ager of the Gamewell Company of New 
ton, Mass., manufacturers of electro- 
mechanical systems and equipment. He 
also has acted as consultant for many 
firms engaged in both consumer and in- 
dustrial advertising. 

Mr. Blinn attended Boston Univer- 
sity and Burdett College and is a mem- 








4 
GEORGE H. BLINN, JR. 
ber of the National Industrial Adver 
tisers Association. During World War 
II he served with the U. S. Army Com- 
bat Engineers in the South Pacific, 
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Ted Silverman Cards 71 at Boston 210 Golf 





Joseph Settino, Continental Textile Cor- 
poration, left, accepts the Abraham 
Shapiro Memorial bow! contributed by 
BOOT AND SHOE RECORDER, from Fred 
Bloom, executive vice-president of 210 
Associates. Mr. Settino, with a score of 
78-63, was the low net winner in the 
second division, handicap 11-20. 


Boston—Nearly 200 players teed off 
at the sixteenth annual golf tourna- 
ment of The 210 Associates, held at the 
Commonwealth Country Club in nearby 
Newton May 18. 

The Cooney-Weiss Fabric Corpora- 
tion trophy was won by Ted Silverman 
with a low gross of 71. Although 
Woody Foss also shot a 71, the winner 
was determined by a comparison of 
matched cards and Mr. Foss thus be- 
came winner of the prize for the second 
low gross in the first division. 

The Shoe and Leather Reporter gold 
cup was awarded to Chester Mielcarz 
as low net winner in the first division; 
the Abraham Shapiro Memorial Tro- 
phy, a Paul Revere silver bow] donated 
by Boor AND SHOE RECORDER, was 
awarded to Joseph Settino as low net 





Irwin Katz, left, of Hubbard Shoe Com- 
pany, receives the Armstrong-Norwalk 
Cup from A-N executive Charles Rieckert 
for winning the low net prize in the third 
division — score, 85-62 — at the seven- 
teenth annual 210 Associates golf tourna- 
ment at the Commonwealth Country Club, 
Newton, Mass. 


winner in the second division; and the 
Armstrong - Norwalk trophy, also a 
Paul Revere silver bowl, went to Irwin 
Katz, low net winner in the third 
division. 

Additional prizes in the state handi- 
cap play included: 

First Division—Third low gross, Ike 
Fermon; second low net, Henry Bufa- 
lino; third low net, Sam Smidt. 

Second Division — First low gross, 
David Auerbach; second low gross, 
Sydney Segal; third low gross, Bernard 
Silverman; second low net, Helmer 
Johanson; third low net, Ralph Reback. 

Third Division—First low gross, Sam 
Rubin; second low gross, Mel Hershon- 
son; third low gross, Ray Ryan; second 
low net, George Dempsey; third low 
net, Lloyd Davis. 





Begin Planning Coast’s Spring Footwear Market Week 


Los ANGELES — Dates have already 
been set and a chairman appointed for 
the Spring Footwear Market Week of 
the West Coast Shoe Travelers, execu- 
tive secretary Dave Kleinsmith an- 
nounced, Dates will be November 11-14, 
and show headquarters will be in the 
usual location of the Alexandria Hotel 
at Fifth and Spring Streets in down- 
town Los Angeles. 

Chairman for the Spring Shoe Show 
will be Harry S. Glassman, representa- 
tive of the Bates Shoe Company and 
active member of the WCST. 

Heavy promotional work has already 
been outlined. Exhibiting members have 
been circularized, asking for the names 
of their factory executives. Follow-up 
will be a personal invitation. 

Arrangements have been made with 
a printing company for a mailing piece, 
to be sold at cost to exhibitors to cover 
their regular customers with show invi- 
tations and reminders. Publicity breaks 





Harry S$, Glassman, of Bates Shoe Com- 

pany, has been appointed chairman for 

West Coast Shoe Travelers Spring Mar- 

ket Week, slated for November 11-14 at 
Los Angeles’ Hotel Alexandria. 


have also been planted in local publi- 
cations, plugging the show and remind- 


ing buyers that this is their opportunity 
to see samples of almost all lines, as- 
sembled in one spot where direct com- 
parisons can be made. 

Theme chosen for the show is “This 
Is My Line,” a take-off on the popular 
television show of similar title. This 
spring market has always been a good 
buying show, heavily attended by re- 
tailers from most of the West, and the 
catchy plugline is figured to set the pace 
for an active display week. 

Additional teasers to build attendance 
are planned, with a fashion luncheon 
November 13, third day of the event. 
Star of the show will be Jack Rourke, 
local television and radio personality. 
Scheduled for Wednesday, November 
14, is a floor show and dinner-dance at 
the Moulin Rouge, top Hollywood night- 
spot. 

Space assignments are already being 
made and applications for them are 
coming in fast. Representatives inter- 
ested in showing their lines were asked 
to contact Dave Kleinsmith at the new 
office address of the West Coast Shoe 
Travelers, Mezzanine Floor, Hotel Alex- 
andria, 210 West Fifth Street, Los 
Angeles. New phone numbers are 
MAdison 9-2627 and MAdison 6-7484. 





Series of Meetings to be Held 
During Leather Show Week 


New YorkK—“Building Volume and 
Profit in 1957” is the slogan of the third 
annual merchandising clinic to be held 
in the Sert Room of the Waldorf- 
Astoria Hotel, August 20, 9 A.M. to 4 
P.M., under the auspices of the Na- 
tional Shoe Manufacturers Association. 

In announcing the meeting, one of a 
series of NSMA forums held at the 
same time as the Leather Show, the 
NSMA Bulletin said, “The coming year 
promises a tough competitive struggle.” 

The “Early Birds” Membership 
Breakfast, which will examine current 
conditions in the shoe industry, is sched- 
uled for the Waldorf-Astoria August 
21 at 8:15 A.M, This year the panel 
will hear the views of a leading shoe re- 
tailer, a leading shoe manufacturer and 
an outstanding economist in the field. 

Other meetings scheduled by the asso- 
ciation during the week of August 20 
are: 

National 
trustees meeting, 
gust 20, 6:30 P.M. 

National Shoe Fair Committee meet- 
ing, Waldorf-Astoria, August 21, 10 
A.M. 

Technical Committee meeting, Savoy 
Plaza, August 21, 3:30 P.M. 

Nominating Committee meeting, Sa- 
voy Plaza, August 21, 5 P.M, 

Board of Directors meeting, Savoy 
Plaza, August 21, 6 P.M. 

Factory Management Conference 
Committee meeting, the Biltmore, Au- 
gust 22, 12 noon. 


Shoe Institute board of 
the Biltmore, Au- 
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no matter how you look atit... 


.. . to have a quality shoe you have to 
build it with quality products. And when 
better quality work shoes are planned 
and built, the specifications often call for 
Vul-Cork soles. 

There are several reasons for this. 
Ranking high is their demonstrable quali- 


ties of flexibility, lightness, non-slip sur- 
face, and real day-in day-out foot comfort. 

Most important of all is the manufac- 
turer’s sure knowledge that no other 
brand name on a work shoe sole com- 
mands such a consistently high percent- 
age of repeat sales, 


® 
Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of Vul-Cork] 


VUL- CORK & VULCORK NEOPRE 


. 80 flexible, so resilient . , . you can roll them up right in the palm of your hand 
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to make it 


valuable to YOU? 


Primarily, Mr. Dealer, there are four basic considerations 


Customer Acceptance — Millions of moth- Quality Recognition — In every test con- 


ers have purchased CHILD LIFE Shoes for 
their children . . . and have come back 
again and again to the more than 1700 
carefully selected and franchised dealers 
who carry this time-proven line from coast 
to coast, 


Construction Leadership — No other chil- 


dren's shoes are sewn with more care 
or are made from better materials than 
CHILD LIFE. No other children’s shoes carry, 
to the same degree, the special built-in 
features of support that CHILD LIFE pro- 
vides to make these shoes especially quali- 
fied for growing feet. 


HERBST Shoe Manufacturing Company ‘wivorss* * 


ducted by impartial laboratories con- 
cerned with evaluating the purchasing 
power of the consumer's dollar, CHILD LIFE 
Shoes have been given a “best buy” rating. 


Line Dynamies — the good will and loy- 


alty earned everywhere by the long-wear- 
ing performance of CHILD LIFE Shoes have 
inspired the extension of this juvenile line 
into TOM SWIFT Shoes for older boys 
and SPORT LIFE Shoes for pre-teen girls... 
giving YOU, the retail dealer, the most dy- 


namic sales potential in children’s footwear. 





If this brand of line vitality interests you, 
and there is no existing CHILD LIFE Dealer 
in your trading area, your inquiry will be 
welcomed, 


New York Office — 557 Marbridge Bldg., New York 17, N. Y. 
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Higher Shoe Prices 


Women’s Shoes to Be Good 


Size of Parcel Post Packages 


Forecast Record Christmas 














Retail footwear prices, continuing their moderate upward trend, are going 
to nudge ahead still higher this fall, according to the latest government 
estimates, 

Government economists point out that prices of all manufactured 
goods have been moving ahead slowly but surely in recent months, These 
advances have occurred at both the manufacturing and retail levels of 
trade. It is now the opinion of the business experts in Washington that 
a “leveling off” period is not yet in sight, and that the advances will 
continue for at least several more months, 

The Bureau of Labor Statistics (of the U. S. Department of Labor) 
at the end of July published these new figures from its consumer price 
index (1947-1949 100) : 


March March March March 

1953 1954 1955 1956 

Shoes, Combined 113.1 115.0 115.9 121.7 
All Consumer Prices 113.6 114.8 114.3 114.7 


The U, S, Department of Commerce, in its Survey of Current Busi- 
ness, observes that the tendency for consumer prices to rise further in the 
months ahead “is still in evidence,” 

Higher prices of food, particularly meats (note the effect on hides), 
are leading the way. 

In fact, the chief reason why increased farm and food prices are not 
causing a larger increase in the average consumer price level is because 


housefurnishings and TV and radio sets are still in a slump, 


Sales of women’s shoes this fall should be “better than ever,” in the 
opinion of Washington retail trade experts both in and out of govern- 
ment circles, The new styles are meeting widespread popular acceptance, 
Consumers have money in their pockets, and they intend to spend it, 
Sales of men’s shoes will likewise be at healthy levels, although they'll 
trail feminine lines somewhat, 


Congress makes it known to shippers and others who use fourth-class 
mail (parcel post) that Public Law 199 (restricting the size of packages) 
will not be repealed this year, 

Retail associations in Washington have been particularly active in 
seeking the repeal of this law, which imposes size and weight limitations 
on parcel post bundles, 

As a result, shippers of packages too large or too heavy to meet Post 
Office parcel limitations will again be considering Railway Express and 
Air Express as their shipping agents, 


Government economists expect business generally to pick up this fall, 
with retail sales climbing toward a record Christmas high, 

The immediate outlook, according to these economists, is that the 
steel strike won't cause too many disruptions, 

Retail sales boomed in April, May, and June, which removed one 
government worry, Retail and wholesale inventories remained steady 
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Retail Training Funds 


Later Store Hours 


Booklet on Shopping Centers 


Three Out of Four Have TV 
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(continued ) 


through May and June, which also eased another earlier fear, that mer- 
chandise inventories might get too high. 

Many businessmen now expect sales in the final quarter of the year 
to top last year by at least three per cent. However, prices on many 
goods, especially metal items, will rise after industry wage negotiations. 


The distributive education program, under which federal and state gov- 
ernments provide funds to train young people in retailing and business 
skills, will finally get its full federal grant over the next 12 months, 

For the past several years, distributive education was subject to 
special limitations imposed by Congress restricting the Federal Grant 
to $450,000, Last year, it was raised to $1.5 million, and the number 
of trainees jumped from 220,000 to 235,000, 

For the year beginning July 1, Congress removed the limitation and 
will permit a full $2.6 million to be spent by the federal government on 
the program. 

State governments last year spent over $6 million on the distributive 
education program-—putting up about $6 for each $1 of federal money. 

Increased federal appropriations will help put renewed life into the 
program, which brings merchants at least partially-trained help, At its 
peak in 1950, the distributive education program trained 364,000 stu- 
dents, and may again reach that mark, 


Some of Washington's larger department stores are exploring the possi- 
bility of later hours, but shoe retail stores indicate they will “stand pat” 
on their present schedules, 

Most Washington department stores and shoe stores are open for 
business from 9;30 a.m, to 6 p.m, One of the plans now being examined 
by department store officials involves shifting these hours of business to 
10 a.m.-7 p.m, 

The shift, if it is carried out, probably will be put into effect first 
in the suburban stores, and downtown operations may not be affected. 
One problem confronting store managers; Store personnel are not keen 
on the 7 p.m. closing, which means that they don’t get home until 
& or 9 p.m, 


Planners of next year's suburban shopping centers expect to learn much 
from the new retailing booklet “Shopping Centers,” being published by 
the National Retail Dry Goods Association on September 1, 

NRDGA points out that retailing in the new suburban shopping 
centers presents an entirely new set of management and operating prob- 
lems, The booklet's a “must” for every alert retailer, NRDGA says. 
Copies are priced at five dollars to members; $7.50 to non-members of 
NRDGA, for orders placed prior to September 1. (After September 1, 
$6.50 and $10.) 

Write NRDGA, 100 Weat 31st St., New York 1, N, Y, 


Retailers giving some thought to increasing their local advertising bud 
gets will be be interested to know that three out of four households in the 
United States now have TV seta, 
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THe SHoe FOR CHILDREN 





Firenze... in Suede 


Sa * 
“san 


Shield-Toe 


BACK-TO-SCHOOL 


Edwards dealers are at their busiest now— 
putting a sound footing under our school- 
age youngsters by expertly fitting them 
with the finest in juvenile footwear . . 
Edwards of coursel 


Jamboree 
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Give Shoes 
“the Look”? You Want 
and Keep Them 

that Way! 












Regardless of “the look’ you want on your shoes, 
DURALENE is the finish to use, That's because 
DURALENE is a 100% water type finish 

that excels both where the aniline 
look is wanted — and where full 
coverage is needed, It provides 
either a high lustre or a mellow 
sheen with equal ease. DURA- 
LENE lies flat and close to the 
grain, It is thin yet produces a 
high degree of uniformity, feel and 
break. AND — shoes you finish with 
DURALENE atay that way, because the 
finish holds up from factory to wearer. 


There's a bonus for everyone in DURALENE: you get better 
looking shoes, because DURALENE adds value without in- 


creasing the cost; your customer geta shoes with added sales ap- D U RALEN E. 


peal, because DURALENE finish is locked in from the packing for the packing room is 
room to the consumer; and the wearer geta shoes with DURA- the newest member 
LENE’s built-in water resistance. of the family of 
Distributed by UNITED SHOE MACHINERY CORPORATION UNITED FINISHES 


BOSTON, MASSACHUSETTS 
®DURALENE is a registered trade mark of the B. B, Chemical Co, 
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a 


in Parents 


There was nothing new to tell! Every baby shoe lays claim to some 
of the inherent features of the genuine moccasin developed 2000 years 
ago by the Indian. Moccasins were America’s first baby shoe . . . offering 
comfort, flexibility and non-restricting freedom of action for tender little 
feet , .. that take 20 years to completely develop. 


Mothers knew all this... knew it made sense . . . yet thousands took 
time to write us about Buntees improved hand lasted baby moccasins, 
wanting more information on where to buy them, 





We'd rather have you complete the story and make the sale. It’s so 
easy to sell Buntees . . . to mothers sold on Buntees! 


... and will make NEWS again in Oct. and Nov. issues! Uy, yi 
——_ 









Buntees are pre-selling more and more Parents! 


ORDER THIS 
“BASIC 5” 
TODAY ! 


















No. 5 Cradler No. 50 Pre-walker No. 515 Chubees No. 5050 Walker No, 4050 Oxford 


Do the bulk of your baby shoe business with the Buntees “basic 5”... the shoes that are the heart of your sales program. Feature 
these and other Buntees styles. . . all with hand lasted genuine moccasin construction. 


R. J. POTVIN SHOE COMPANY, BROCKTON 26, MASS, 






























contact my personal sales representative 


for shoes of 


Boer. 


genuine Australian 


1gal00 


for immediate delivery 












C. W. marks Co. 


315 SO. PEORIA 
CHICAGO, ILLINOIS 





STYLE 294 


Hlack Auatralian 
Kangaroo. Full 
cushion inaole, 
leather cookie, 

arch support, full 

grain leather oak 
bend aolea, ateel 
shank, rubber heel 
Sises 6 toi? 
Cc, D, RB, BRR 
widthe. #7.00 


STYLE 291 
Hlack Auctralian 
Kangaroo. Full 
uahion inaole, 
leather cookie, arch 
support, full grain 
leather oak bend 
wale, ateel hank, 


Samples sent on request rubber heel 


c.W. MARKS CO. 


316 60, PEORIA «+ CHICAGO, ILLINOIS 


C, D, B, BRE 
widtha, @6.40 
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PLYMOUTAR SBHGOE <CO., MIDDBDLERORO; MASS. 





a STYLE SHOES 
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 Prymouth announces a... 
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to greater sales! 


Cooperative 


National Adv ertising 
* 


Adv ertising 






Influencing sales on Influencing sales on the 
a national scale is ONE local level is the OTHER 
part of Plymouth’s part of this dynamic 
new ad program. program. 
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In Shoes P 
in Shoes, | aris evidently has 


Paris. May 5 (INS).—The 
myth of the chic Parisienne minc- 
ing along streets in dainty, 
super-high heeled shoes is getting 
a seri blow. 






Sturdiness ( 
; 


just found out about 












trend i 
clothes with laced shoes standing 
on @ one-and-a-half inch heel. 

“y are two-tone shoes com- 
bining black patent leather and 
white e. 

Shoe Designer Donna Greco is 
also for “tailored” shoes for early 
day wear. She has created an 6% 
tremely chic yet comfortable 
model in pump shape with a two- 

coh, heel. The shoe ie made 
navy-blue linen which 



















Crocodile shoes are considered 
more elegant for sports than for 
dressy wear | aris. With a 













color a8 smart accessories for 
flannel. camelhair, jersey or twee 
clothes. 

The young set, fervently de- 
voted last year to the flat let 
slippers. 18 ewitching to 
decollete purnps with one-and-a- 
half-inch «el for a more “grown 
up” look. Except with slacks. 
which Parisiennes do not wear in 
the city. the ballerina shoes are 
out. 

The latest Paris shoe-shades 
include coral red, turquoise # 
‘Royal Air Force Blue.” 
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before i 
e it was x 
good “over there’’, . | 


a new “H0} 






else, f 
, for those prefering facts to fiction 


We’ i 
e’ve been specialists in the 
9/8-15/8 i 
/8 fashion shoe business for a long tin 
ime 


vena 
patterns 29 ways in stock right now 





Panda 


The Shoe with 
Consumer Acceptance 


HEY 
DAYS SHOES, INC, + 2032 


en 
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Talk Trade 








Harotp BALLOU of Ballou’s 
Barrington Bootery in Barrington, 
R. 1, says: 

“One of our major problems in 
shoe retailing is that we have more 
style than fit. We are in an era 
where shoes are cut low and this 
trend is continuing and increasing 





6 = 2 See eee ee 


even to the point where many 
styles have nothing but straps of 
varied design with which to hold 
the shoes on the foot, 

“With these low and extremely 
open shoes, it is impossible to give 
the customer a good fit. To cite a 
specific example, last year we had a 
pump that was very popular; this 
year that shoe came through with a 
vamp cut about one-half or three: 
quarters of an inch lower and 
women already are complaining 
that they are not comfortable, 
Women want style but they also 
want comfort, 

“While I fully appreciate the 
value and the necessity of the style 
factor, realizing that the more at- 
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tractive shoes become, the more 
pairs we sell, | also believe that it 
is possible for manufacturers to 
create shoes that have smart styling 
plus comfort, shoes that can be 
fitted properly to give women real 
shoe comfort.” 
a 


Raymonp G. TWYEFFORT, a 
director in the National Clothing 
Institute and The Small Business 
Association, has been making a 
coast-to-coast crusade in an effort 
to make men more style conscious, 
He says: 





“Let's quit looking like penguins, 
men, and bring on the peacocks, 
The wives are all dressed up, Office 
girls know how to dress to attract 
the boss, Why not you? And you 
don’t have to be in shirt sleeves, 
barelegged and hatlesa to keep cool. 

“Another thing is color, That 
silly man in the gray flannel suit is 
just a mouse—all the legion of them 
are mice, Let color express your 


Don't 
sell your personality short if you 


individuality. 


personality, 


want to get ahead.” 

As an example of what the well- 
dressed man should wear, Twy- 
effort’s suit was pure silk in a gold 
color, his hat was the latest flat-top, 
He wore a flowered tie, red carna- 


tion and his shoes were cool mesh, 





Sam FLANEL, general manager of 
the Controllers’ Congress of the 
NRDGA, told the Florida State Re- 
tailers’ and Controllers’ associa: 
tions: 

“The world we live in is one of 
change. 
changing .... 
way of doing things, our spending 
habits, our gross national product 

in fact most everything is 
changing but the department store's 


Everything seems to be 
our way of life, ou 


share of the consumers’ dollar, . . . 

“Many of ua are too pre-occupied 
with our day to day problema to 
view the changing scene in perspec: 
tive. Taking a few minutes out to 
see what is happening can be very 


9 








rewarding. It can give us a new 
and fresh outlook and help to fore- 
see coming trends. It won't tell you 
what you have to do to capitalize 
on them. Knowing the problem, 
knowing you have to do something 
is often half the battle. 

“Let's be wide open to change. 
Encourage everyone from the stock 
boy on up to suggest improvements 
and innovations. Then in consid- 
ering these suggestions, think first 
of all of the idea itself—don’t worry 
if it can be done or how—but is it 
good! If it’s worth doing and you 
resolve to do it, you'll find the 
way.” 

a, ae 


Prior TO THE FRENCH FASH- 
ION OPENINGS, there had been 
some speculation as to whether skirt 
lengths would be changed or not. 
Now, the first reports from Paris 
indicate that Christian Dior’s new 
“above-the-ankle” length skirts for 
daytime and evening, resolve this 
speculation. This means, of course, 
that shoes will be a very important 
focal point in the new fashion pic- 


ture, 
* * * 


M AURICE S, SENKER in the 
Philadelphia shop—Fine Shoes For 
Men—says: 

“The selling potential of men’s 
shoes has increased enormously. 
When a man buys a pair of shoes 
today, it is more than a necessity, 
it is something he can be proud of, 
Of course, the increased styling, 
materials and added colors have, 
for the past few years, stimulated 
men's shoe consciousness and now 
we have to work toward keeping 
up with the fast-moving trends, Now 
our customers are well alerted and 
they ask for the new details, pat- 
terns, designs and shoe specifiea- 
tions we have publicized, 

“Brand names help your custom- 
ers to know they are not wasting 
time when they shop with you, This 
new type of customer is no longer 
satisfied with just a pair of shoes 
to walk in but is conscious of style 
plus workmanship and he knows 
that shoe manufacturers with well- 


40 


know brand names are fast on the 
line too. 

“Now, too, the alerted customer 
wants shoes made this season, this 
year. He might have a pair of shoes 
in his wardrobe left over from last 


lL & Mor 


—— 


year that he wears in bad weather 
or working around the home, but 
he knows the difference. The new 
features that differentiate shoes in a 
definite way from season to season 





in the year in which they are made, 
have a marked influence on the in- 


creased number that can be sold.” 
+. “ » 


JoHN M. FOX, president of the 
Minute Maid Corporation, at a 
recent Sales Executive Club lunch- 
eon named “creativity, judgment, 
administrative skill, positive atti- 
tude, courage and character” as the 
qualities a successful manager must 
have. He said: 

“As our businesses have become 
more complex with the need for 
special knowledge in production, 
taxes, marketing, engineering and 
finance, the scope of running a com- 
pany widened to a vista beyond the 











ken of any one man. Thus, the 
team management idea was born, 

“There is emerging a feeling that 
finding our leaders of tomorrow is 
more fundamental than merely ap- 
pointing a group of ‘crown princes’ 
who may or may not have what it 
takes to be good managers”; and 
the six qualifications listed above 
should be present in men destined 
to command in business. 

Specifically, Mr. Fox 
“Creative Ability 


defined 


sometimes called 





vision—-the ability to think creative- 
ly, constructively and clearly, The 
leadership role in management calls 


constantly for resourcefulness. 
* * * 


“Judgment—as good sense. Men 


who are destined for leadership 
must be men who can make sound 
and wise decisions, Administrative 
Skill 


his operation 


ability to foresee the needs of 
to forecast its re- 
quirements in men, in materials, in 
money and in time, Positive At- 
titude—-a manager must be opti- 
mistic, The business world wants 


Courage-—1o take positive action 
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10e Business: 





—by Bill Rossi, Field Editor 


“Long Wear’ 


Can Backlire 


Where Long Wear Is Featured As A 
Selling Point, Shoe Consumption Stays Low 


One of the real misfortunes of shoe business is 
the general consumer attitude that a shoe’s value 
is in proportion to the length of wear it gives. The 
industry itself has been largely responsible for this 
in its zealous efforts to promote the “selling 
feature” of long wear. As a result, consumers have 
become conditioned to appraising shoe values by 
wear values. 

Another result of this is that a good portion of 
the public sees footwear largely as a utility item— 
as something to be purchased only when the old 
ones wear out. This puts shoe business in the 
position of being a replacement business, the new 
purchase made only to replace the worn-out item. 


Now, the only way a replacement business can 
grow is by an increase in the population, It’s not 
a matter of selling more pairs to an individual, but 
rather depending upon the entry of more pairs of 
feet, via population growth, to be shod, 

Fifty years ago our per capita shoe consumption 
was around three pairs. Today it’s three and a 
half pairs. Incidentally, that half pair increase 
today amounts to an added 84 million pairs a year 
and added retail sales of over $500 millions. 

However, it’s interesting to note where the 
growth has occurred in per capita consumption. 
Women's shoes have shown a per capita increase 
from three pairs 20 years ago to four pairs today. 
Misses’ and children’s shoes have risen in per capita 
consumption from about three pairs 10 years ago 
to five pairs today. 

But in men’s, boys’ and youths,’ and likewise in 
infants’ and babies,’ there’s been either a per 
capita consumption stagnancy or a decline. 


Now analyze it. Women's shoes are bought and 
sold primarily on the basis of fashion appeal, along 
with fit and comfort. Women seldom wear out a 
pair of shoes in the utility sense, They rarely have 
them repaired, except for heel lifts, They never 
wait for shoes to wear out before buying additional 
pairs. The same applies to little girlsa—especially 


August 16, 1966 





in the past decade since they've developed a style- 
consciousness about shoes. Long wear has played 
almost no role as a reason for buying. More 
important buy-appeal factors have been style, fit, 
price, special-purpose needs and uses, etc. 

But where do you find the “long wear” factor 
used mostly as a selling feature? Primarily in 
men’s and boys’ shoes. And where—by no coinci- 
dence—do we find the per capita shoe consump- 
tion has been almost stationary over the years? 
In men’s and boys’ shoes. In short, therefore, 
there’s a direct relation between the “selling fea- 
ture” of long wear and the per capita consumption 
of shoes. 

A short time ago a full-page ad appeared in 
several leading consumer magazines, sponsored by 
a prominent maker of men’s dress shoes, It showed 
an old, worn shoe. The ad heading read: “This 
shoe is ten years old.” The theme of the ad copy 
got across the idea that by purchasing this national 
brand of shoe, the buyer could expect years of 
wear out of that same shoe. 

This is an example of self-defeating effort to 
sell more shoes. In the zeal to make sales, every- 
thing becomes part of the selling arsenal—even 
things containing the promise of explosive backfire, 
such as “long wear.” 

One of the unhappy consequences has been that 
the phrase, “As comfortable as an old pair of 
shoes,” has become a household term, In the public 
mind, shoes have taken their place beside wine and 
cheese—something that grows in mellowness and 
value with old age. Hence, many people are as 
reluctant to discard their old shoes as they are to 
throw away an old grandparent; and as reluctant 
to buy a new pair as to buy a new set of teeth, 

Other branches of the apparel industry long ago 
discarded the “long wear” pitch (except for utility 
or work-clothes items). They’re using other sales 
features with more powerful buy-appeala, Today a 
man doesn’t wait until his old shirta or neckties or 
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FAIR LADY PALE NEUTRALS 


~ 


1911 INTENSE PASTELS 


SUN-TOUCHED 
BEIGE-TO-TAN 





Leather 


The COLOR 


FAIR LADY PALE NEUTRALS 

Pale shoe colors have been working their way into 
the fashion picture for several seasons, with the 
“pale foot” receiving much fashion publicity. This 
Spring it will come into its own in light and pale 
greys; creamy and pale beiges; banana; hemp: 
light taupe and greige; this last a blending of grey 
and beige. Taupe should be especially noted since 
it is very much in the spirit of these neutral, softly 
blended colors and will be found as a greyed brown 
in the medium brown family as well. Often com- 
bined with dark colors, especially black patent 
leather, these pale neutrals play an important part 
in smart spat effects. 

I9T] INTENSE PASTELS 

Spring and Summer 1957 will see a new. family of 
pastels. 1955 and 1956 have seen the success of the 
pale pastel and its companion «a positive tone in 
ite samme color fanmaily Now anew deeper pastel 
Is COMIN In which harks back to the LOTIT-1912 
period so attractively revived in the current Broad 
way musical suceess. “My Fair Lady”. And these 
are the colors that are coming back: Aliee and 
yentian blue . have rose pink q soft supe and 
palm preens, tangerine and mango, trimmed with 


white for Resort and with black for town wear 


BAKST SHOCK COLORS 


Shock is perhaps the right word to describe the 
first Hopact on huropeans of the colors used by 
Léon Bakst, noted Russian painter, for the Rus 
sian Imperial Ballet's presentation of the “Sche 
herazade”’, Such brilliant colors and in’ such 
unusual combinations were startlingly different 
from the classical, traditional ballet to which they 
were accustomed, Here were yellows and Oranges, 
brilliant red and equally brilliant green, peacock 
and royal blue, In the Scheherazade ballet he gave 
audiences what he felt to be the atmosphere in 
color of the Near East. In adopting these colors for 
daytinre shoe not just casuals and sports styles 

we add brilliance to our feet and reflect both a 


Near bastern and a Spanish feeling 


SUN-TOUCHED BEIGE-TO-TAN 
This is an extensive color family, [It starts with 
light beige and goes to a warm tan, The trend this 
year in all these shades is toward a yellow cast and 
o they are literally sun-touched, It includes even 
uch ashade as Brass, that color more nearly khaki 
than any other lade. And colors in this fiarnily oO 
into all types of leather mooth, shrunken, suede, 
nappy. lustre, With this range of leathers and the 
colors in this famialy, it possible to inelude all 


type of hoe 


Story... 


BASIC COLORS 


| hese are Mite classic navy blues, reds, browns and 


tans, plus Wedgwood: blue and medium greys. 


Black, you will note, is not included. This year of 


19 wi blac i ts a fashion ( olor Combined with white 
or black. however, these basi . have anew fashion 
appeal Red and black has how hecome an ae 
cepted basic combination. Among medium browns, 


a vreved cast has now become the new taupe shade. 


PEASANT PROVINCIALS 


These colors are derived from the native hues of 
many countries, Phe inspiration comes from re- 
gions as far apart as the Near Fast and our own 
Southwest; from Seothand and the Seandinavian 
countries to Spain. The emphasis, it should be 
noted, has definitely shifted from the Far East to 
the Western World. Many of the colors are the 
result of the use of natural vegetable dyes in the 
homespun hand woven materials of each region 
rom Seothind there are striking combinations of 
new colors in Glen Plaids and Distriet Checks, The 
Scandinavian countries give us their clear blues 
and other colors derived from their hand-woven 
and damask fabries. Ino the Middle-Huropean 
countries Austrian Pyrol and Bavaria these 
same clear colors are found plus softer washed 
out hues. From our own Southwest and from parts 
of South America come desert colors. And from 
Spain come not only the brilliant KV pPsy colors but 
the subtle tones of thei landscapes their earth 


rock and foliage hades 


FASHION BLACK 

aits whole furnily of black leather 1 wood, Par 
ticularly important, however, are black calf’ and 
black patent leather. Black will continue in all 
over shoes and as a trim oon white, on the Shock 
Colors, and on medium browns, especially taupe 
Dont forget that black calf was still selling as late 


as June Ist this year 


FASHION WHITE 

Just as black with white i lated to be an peor 
tant trend for Spring 1957. so white with black 
trim will be equally good. As a trim, white will 
also be used with almost any color that one can 
mention. [In addition, there will be plenty of all 
white shoes, AL types of leathers have been put 
into white mooth hrunken ucde THAAp py and 
luistres And all ly pe of shoes will be made in 
white, alone or in combination with one or two 
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SMOOTH AND BOARDED 


LACQUER AND LUSTRE 


SHRUNKEN AND 
EMBOSSED GRAINS 


SUEDES BASIC AND NEW 


Leather 
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SMOOTH AND BOARDED 


Smooth leathers and boarded, with their softer, 
more subtle effects, will be made in a variety of 
Spring styles for daytime town wear. In pumps, in 
strap patterns and in one and two-eyelet ties, these 
leathers have the lady-like look — with slender 
vamps and slim, shapely heels—that is a leading 
trend in 1957 styles. Pumps for-daytime wear will 
be trimmed with buckles, buttons and simple 
hows: tongues, folded or high; contrasting trims. 
Single instep straps will be a growing fashion as 
will the double strap with the center T- strap, like 
a child’s sandal, to be worn with suits, and one and 
two-eyelet ties. 


LACQUER AND LUSTRE 


Lacquer, or patent leather, will be very important 
in all-over pumps and sandals and. black patent 
leather especially, in combination with the pale 
neutral tones. The glossy surface of this leather 
will be used to trim suedes and dull-finished matte 
and nappy leathers. Lustre, in a wide range of 
colors and in white, will be used all-over in sandals 
and very open shoes. It will also serve as a trim, 
especially on vinyl shoes. 


SHRUNKEN AND 
EMBOSSED GRAINS 


Shrunken and embossed grains will have a leading 
part in dressy spectators and travel shoes on slen- 
der, shaped heels, many of them of medium height, 
often in layered leather, Spectator detailing in 
perforations, pinking and stitching will be used or 
an adaptation of the ghillie or the kiltie tongue, 
illustrated here. Many of the embossed grains have 
softshrunken effects resembling genuine shrunken 
leathers. They are being made on kidskins, goat- 
skins, calfskins, veals, sides and kips. 


SUEDES BASIC AND NEW 


Suede leathers are of two kinds: basic tannages 
and new types, Most of the new tannages are now 
made crock-resistant, in marked contrast to most 
of the suedes made since the last war, There are 
also suedes in unlined weights in calf and goat 
with treated backs to prevent crocking on stock- 
ings. New one-way nap suedes in both unlined 
and lined weights have the effect of genuine an- 
telope. In some grades they have a plushy velour 
appearance, And there are close-napped suedes 
made on the flesh side which resemble buckskin 
with its characteristic mute, greyed color. 
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NAPPY AND MATTE 


Story... 


NAPPY AND MATTE 

Nappy and matte leathers have special character- 

istics which distinguish them from other types. 

Many are shrunken leathers buffed on the grain 

side to show up the crinkled surface. Others are 

embossed and then buffed to give the same effect. 

They are made of kidskin, heavy goatskin, calf- : 
a veals and side leathers and are available in AND NOVELTIES 
Hack, white and a very wide range of colors, They aR 
lend themselves to both tailored and dressier day- 

time styles, 


REPTILES AND NOVELTIES 

Prints on snakeskin will be effective in white and 

gold or white and black combinations in floral and 

geometric designs. Spattering on matte lizard will 

include black on white, red on white, blue on 

white. gold on white and gold on black, Other 

novelty treatments in reptiles are a sueded snake- 

skin in a range of fashion colors and a patent 

leather finish in black and white on snake. Shock 

colors are being used in alligator lizards; antiqued 

gold on lizard and snake, Matte gold and antiqued 

seis nope pore er GOLD, SILVER AND 
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prints on reptiles are the most important, 


GOLD, SILVER AND METALLICS 
Gold for daytime wear will be used for Southern 
Resort shoes. It will be carried over in the same 
types of shoes for Summer, Silver will find its 
place chiefly as very subtle, beautiful piping and 
underlays on the new pale grey shoes. There will 
also be coin gold, beaten gold and silver and imita- 
tions of gold and silver, In metallics, there will be 
the classic finishes in gold. silver and bronzine. 
There will also be the metallic gleam on lustre 
leathers, new idea for high fashion novelties. 


LININGS 


Linings today are not just for utilitarian purposes, 

They have become a fashion feature of the shoe. 

They are used to give color contrasts, pattern in- 

terest. dramatic effects, In this last-named use, 

black linings are put in light colored shoes and red 

or white linings in dark shoes. White linings are 

rated very high fashion, New treatments of linings 

include new stipplings, new screen prints and new 

embossing. All of these are represented in kid- 

skins, cabrettas and sheepskins, Designs are in a LININGS 
checks, stripes. polka dots, figures, floral and geo- . 
metric patterns, 





LEATHER LEADS THE WAY 
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From the four corners of the earth come the hide and skins of a variety of animals 
and reptiles, the raw materials for fine leathers, tanned in America. 


Tue Leather Show, August 21 and 22, at The Wal- 
dorf-Astoria in New York will be more than the open- 
ing trade event of a new season. It will be an oppor- 
tunity for straight thinking, for hard-headed appraisal 
of merchandising possibilities in the entire range of 
the shoe industry. Within recent months traditional 
thinking and reaction to business developments have 
obscured facts which should be clear guideposts to 
manufacturers, retailers, as well as tanners. 

More than a year of good volume and activity in 
footwear was interrupted last spring by a spell of 
indecision and uncertainty, Had shoe production been 
too heavy, were inventories becoming prominent, would 
protracted correction be necessary? These were ques- 
tions which loomed up in the trade mind when business 
hesitated, because the pattern of the past always seems 
to be the only marker on the road. Not enough atten- 
tion was given to the compelling actual facts of 1956, 
to the background of consumer demand which can and 
should provide the basis for operating policy and 
planning. 
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The key to the outlook in shoes will not be found 
in vague conjecture or in strained comparison with the 
past. It will be found in the shape of consumer de- 
mand, the scope of consumer income, and the living 
standards which have become an actuality in the 
United States, The shoe and leather industries have 
neither recognized these facts fully nor acted to take 
advantage of them, The consumption potential in foot- 
wear has been and continues to be underestimated. 

Has shoe production been significantly out of line 
with the underlying trend of consumption? An im- 
pression to that effect appears to have been widely 
held but the relevant facts are not consistent with the 
trade impression, In 1955 output and retail volume in 
shoes were reasonably well in line. The gain in pro- 
duction last year paralleled an expansion in consumer 
demand which was attributable to growing population 
as well as a very slight increase in per capita demand, 
By the close of the year, therefore, the shoe industry 
found itself devoid of excesses, in spite of 12 months 
of record activity. Hence, any change in the industry's 
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IN MERCHANDISING VIGOR 


Dollar Volume in Shoes Need Not Rely Exclusively on Per Capita 

Unit Consumption; It Can Be Stimulated by Taking Advantage 

of the Inherent Trend in Consumer Buying Which Has Been 
Aptly Described as Trading Up. 


position, any impairment in the healthy base on which 
the industry rested, could only have occurred in the 
early months of 1956. 

Production between January and May was unques- 
tionably stimulated by unusual circumstances, including 
anticipation of higher minimum wages. However, the 
total volume of production in the first four months 
of the year represented only a minor gain from last 
year in terms of annual sales and turnover. Trade 
sentiment was undoubtedly depressed by unfortunate 
retail selling weather, Usually weather can be com- 
pletely discounted as a vital element in trade appraisals, 
The spring of 1956, however, has gone down in the 
records as the coldest, wettest and most unpropitious 
period for retail selling. Retail volume was unques- 
tionably affected and not until June did the shoe sales 
pace hit its full stride, With all of the handicaps en- 
countered in the spring, it is noteworthy that retail 
sales for the first half of the year were at least com- 
parable with 1955 and probably somewhat higher. 

Whatever excess did develop, therefore, in the first 
part of the current year was limited and could not be 
compared with any prolonged or cumulative gaps 
between production and sales trends such as have 
occurred in the past, Factory output slowed down in 
May and June so that by the mid-year aggregate pro- 
duction was no higher than a year ago, 

The clear implication of these facts is that a rela- 
tively minor and temporary condition of excess was 
awiftly corrected and the second half of 1956 finds the 
shoe industry with a far cleaner slate. Merchandising 
plans can therefore be directed again to the realities of 
an unprecedented consumer market, In that respect it 
is essential that industry avoid the errors committed 
in 1954 when lingering apprehension caused solid sales 
possibilities to be overlooked, Delays in planning and 
in buying unbalanced working stocks and resulted in 
lost volume, 

Consumers sounded a note in demand which industry 
was slow to recognize, That need not be the case in 
1956 because vigorous consumer demand this year fur- 
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nishes evidence which manufacturers and distributors 
cannot ignore, 

Shoe consumption in 1956 at the minimum should 
equal last year’s volume and could be appreciably 
higher. The room for increase in dollar volume is 
implicit in expanded population as well as the steady 
increase in the demand for more quality. The first 
factor is more or less taken for granted in the shoe 
and leather industries but the meaning of the second 
still awaits wide recognition and understanding. The 
point has been emphasized time and again that rising 
real income must find expression in the substance of a 
living standard as well as in the bare arithmetic of 
demand, Consumers are responsive to the promotion 
of better merchandise and the increase in average sales 
checks throughout the general retail business of the 
country during the past year is positive confirmation 
of a profound change in the mass market. Dollar vol- 
ume in shoes need not rely exclusively on per capita 
unit consumption; it can be stimulated by taking 
advantage of the inherent trend in consumer buying 
which is aptly described as trading up. 

In a promotional era no product can take its markets 
for granted, Consumer income does not offer auto- 
matic assurance of progress and profitability, In com- 
mon with other industries contending for a respectable 
status in the marketplace, shoes have to compete in 
product claims and appeals to the consumer, Develop- 
ments in leather have given the shoe industry during 
the past two or three years a tremendous source of 
product appeal. No factor has been more effective 
in dramatizing shoes to the public than the diversity of 
color, texture, beauty and comfort appeals made pos- 
sible by new leathers, 


At the forthcoming Leather Show the accelerated rate 
of product development in leather will be more apparent 
than ever. The leather industry of the United States 
ia alert to the challenge of consumer response and 
has developed techniques for making leathers of un- 

[TURN TO PAGE 96, PLEASE) 
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LEATHER Codor GUIDE 


WOMEN’S FOOTWEAR 
FASHIONS 


Tue trend is steadily to a simplification in dress and 
casual designs and in play and sportswear items the 
opposite holds strongly. 

Fewer colors will be needed in all categories and 
these colors will be so carefully planned that they will 
serve efficiently as coordinates with the fabric colors. 

The open-work leathers will look out-dated, and 
multiple decorations and tricky designs will look as 
stale as yesterday’s newspaper. This will be a season 
for beautiful, graceful feet, shod in well fitting and 
covering sheaths, cut with lines as carefully planned 
for this look as for a precision instrument. 

The textured surface will increase in demand in 
such types as crushed grains, napped and semi-napped 
textures and the shiny polished shrunken grains. 

High shines will be important in such leathers as the 
lustrous fine calfskins, and cobras and patent leathers. 
Colored suedes are increasing, and are combined with 
kidskins or patent leathers in the same colors or in 
strong contrasts, 

Trimmings will be restrained in the dress and casual 
lines and will include jewels, buckles, bows and small 
crisp flowers used generally as an accent to the lines 
of the pattern, 

The silhouette and the designs will include the opera 
pump with a low back, straight sides, closed toes and a 
slender heel. 

Sandals for late day and evening will be delicate 
and in one color, City sandals and sandals for walk- 
ing will increase for spring wear and will be fashion 
right in grains and patents, 

Flats are increasing in sophisticated lasts with a 
heel of two lifts. City flats are developing along with 
the city low heels . . . they are dressier and smarter, 
are handcrafted of fine leathers and are good new 
fashion. 

All shoes and sandals are lighter and softer with as 
little boxing as possible, and are most appealing in 
new-looking leathers. 


WOMEN’S LEATHER COLORS 


THE COOL SUMMER BROWNS 
VANILLA is the pale natural with a cool tone, It is 
the staccato contrast and trim with the whole gamut 
of leather colors and it is volume in its own right. It 
is a pastel that can be worn with all of the summer 
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fabric colors and has a wide use for accessories. 

NOUGAT is a soft neutral tan, light and cool and 
inviting for the first spring footwear. It is elegant for 
town in fine suede or kid and a good color for country 
wear in side leather. White or Vanilla accents it attrac- 
tively. 

HAZELNUT is a newcomer—a soft light neutral 
brown tone, enriched by its textured surface where the 
ripple of light and shade adds the current fashion 
interest in tune with the textured fabrics, This is a 
perfect summer color for casual or dress footwear and 
for handbags and accessories. 

FRENCH BREAD is the light brown darling that 
has been volume and that promises to continue its 
popularity, It is soft and golden-toned like the delicious 
crust of fresh baked bread. It has many uses in casual 
or dress categories and is also a handbag and accessory 
color. It is at its best in fine calfskin, and vanilla or 
white accents it smartly. 

GOLDEN SABLE is slightly deeper toned than 
French Bread and has a subtle olive tint that points its 
coordination with new fashion colors. Its color value 
needs the glow of fine polished surface, It is a hand- 
bag color. 

PERFECT BROWN is well named and is the one 
best dark brown for fashion coordination, It is a cool 
flat color and is interesting with the strong contrast 
trim of the summer pastel leathers. It is a town and 
dress color and the dark brown for handbags, It is 
attractive in delicate graceful patterns with slender 
heels and is pin-pointed for top-flight fashions, 


THE WARM BROWN TONES 


FLAX is a volume color—a beautiful flesh tone for 
the many spring and summer designs. It spreads 
across town and country wear and combines and 
accents the warm browns, It looks well in all types 
of leathers and is a handbag and accessory color, 

SANDBARK is the suede version of the popular flax 
color, Its pale and neutral tone coordinates it with so 
many of the string beige fabrics and its kitten-soft sur- 
face is just made for the elegant pump and dainty 
sandal, 

MACAROON is a rich and pungent golden tan--an 
excellent color for contrast with the summer beiges, 
with white and the whitened mixtures of new fabrics, 

BENEDICTINE is a@ classic-—too well known to need 
an introduction. It has a wide spread and is a trusted 
volume color in casuals. 
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hanes by the Color Bureau, 


BRIARWOOD is a rich warm medium brown, a 
many-purpose color for town and country and for 
casual or dress shoes. It is a real leather color with 
the appeal of a deep glow and a gleaming shine. It is 
perfect for handbags and accessories. 

In soft suede leather it has a special beauty and is 
equally appropriate for casual or dress patterns. 


THE PASTEL PINKS AND THE 
GLOWING REDS 


PINAFORE PINK is a tender pink, a light and lovely 
young pink for gay and flying feet, for wear with deli- 
cate summer pastels and for dancing the long night 
through, A pink for fragile sandals and Cinderella 
slippers and summer accessories. 

SHELL PINK is slightly deeper than Pinafore Pink 
—a pink for casual wear, for a little sturdier sandal 
or a pump, and the pink for little girls. 

SCARLET is a star performer, It is the darling of 
the fashion world, The kid sandal or pump is a must 
in every smart shoe closet. Fine calfskin is radiant in 
this vibrant hue and soft suede leather glows and sings 
with excitement. This color sells itself and is perfect 
for accessories and handbags. 

BASQUE is the classic red—as right as summer rain, 
a color to wear from morning to night in all kinds of 
designs and patterns—-a color for all ages and all times. 
It is a casual color and a dress-up color and a red for 
handbags. 


THE BLUES 

BULBLE BLUE is the new baby blue for a thousand 
uses in spring and summer, This is a “blue” season 
and “Bubble Blue” will coordinate with prints and 
plains in the fabrics and will be delightful combined 
with Wedgwood and Navy leathers or used as accent 
with the warm browns, It is lovely in fine kidskin, 

SWEETHEART BLUE is a stronger tint than Bubble 
Blue and is still a summer pastel that is entirely fashion 
right. It is the best choice for casuals and is the chil- 
dren’s color, Both of these pale blues are lovely for 
handbags and accessories. 

WEDGWOOD is a new, medium, grayed-blue that 
has been increasing in fashion importance and is being 
used as a neutral color, Footwear and accessories in 
Wedgwood look new and charming with white fabrics, 
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with summer pastels, with Navy and the beiges and 
grays. It is a soft cool color that wears well and is 
especially appealing to the women who appreciate sim- 
ple elegance and an understated fashion note. 

NAVY is a new soft-toned textured leather in a true 
warm blue with important fashion significance. This 
will be the smart navy spring shoe, beautiful alone or 
spiked with strong trim or accent. 

FLIGHT BLUE is the classic blue, always a reliable 
spring color and especially good this season as part 
of the upsurge of the blue fabric family. This is the 
handbag and accessory blue and the children’s color. 

ADMIRAL BLUE is a warm and rich color and top 


fashion in fine soft sueded leathers for town wear, 


SUMMER YELLOWS AND A WONDERFUL 
NEW GREEN 

BUTTER YELLOW is just what its name sounds like 

the pale delicious color of fresh creamery butter, This 
is a new pastel in sweet tune with summer fashion 
colors, It is a beautiful accent color with brown or 
navies or stark black or white, 

PRIMROSE YELLOW is slightly stronger than 
Butter Yellow. A flower tint for summer flats and san- 
dals that neeed a more definite color, 

EMERALD is a new oriental note—a pure and bril- 
liant green, marvelous to wear with beiges or grays 
or navies or black or white, Dramatic with its comple- 
mentary Scarlet, cool and serene with Butter Yellow—a 
wonderful summer season color and extra special in 
suede leather, 


THE GENTLE GRAYS 


PASTEL GRAY is a new pale tone in smooth or 
suede leathers—as cool and light as a midsummer 
cloud—a pure neutral gray that can be worn with 
almost everything. 

DOVE GRAY is new and lighter than a medium 
gray, just truly a peaceful dove color as gently toned 
as feathers and finished in a new soft velvety texture, 

LONDON GRAY is a medium gray, as full of inter- 
esting possibilities as a London fog, It is finished with 
a random texture that ripples over the soft surface, 
It is a beautiful casual color, perfect for early spring 
and summer travel, It is a smart handbag color, 

[TURN TO PAGE 97, PLEASE | 
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COLORS COMMITTEE EXHIBITORS 

Robert E. Binger, Allied Kid Compan 
Frederick J. Blatz, Amalgamated $n Cos. rey _— 
Milton E. Burr, Eagle-Ottawa Leather Co. Acme Leather Co., Inc. 
Hugh H. Connett, Surpass Leather Company Peabody, Mass. ...... 75 
Rudolph Correll, Herman Loewenstein, Inc. Agoos Leather Companies, Inc. 
Polly Drew, Beggs & Cobb, Inc. Boston, Mass. awe 
Eleanor P. Eisendrath, B. D. Eisendrath Tanning Co. Allied Kid Company 
D. Malcoln Fleming, Fleming-Joffe, Ltd. New Castle Division 

3 sg ea New York, N. Y. .. 55 
William Garver, Thomas B. Harvey Leather Co. McNeely Division 
Martha Geilich, Geilich Leather Co, Phila., Pa. 56 
James T. Gormley, B. D. Eisendrath Tanning Co. Sterling Division 
Austin Harding, Northwestern Leather Co. Standard Division 
Milton Hubschman, E. Hubschman & Sons, Inc. Boston, Mass. 57 
Rolland L. Jensen, Fred Rueping Leather Co. ge Faget 

; pee Boston, Mass. . 58 
Harry L. Johnson, Endicott Johnson Corp. Amalgamated Leather Cos., ‘et: 
Robert W. Kasten, Albert Trostel & Sons Co. Wilmington, Del. fe 
H. K. Kirschner, Willard Helburn, Inc. Amdur Leather Company, In Inc. 
Max Kornreich, R. Neumann & Co. New York, N. Y. : i a 
Frank R. Lemp, Armour Leather Co. William Amer Company 
J. W. Macpherson, John R. Evans & Co. Philadelphia, Pa. serseee 8 
George J. Martin, Barrett & Co., Inc. —— aed eg Corp. 40 
George H. Mealley, The Ohio Leather Co. Pia ther SE ae 
Earl L. Peirce, A. F. Gallun & Sons Corp. ee eee 5) 
Lester E. Rosenburg, Agoos Leather Cos. Armour Leather Company 
Robert S. Rothschild, G. Levor & Co., Inc. Chicago, Ill. Cais 34 
Samuel Rubin, Colonial Tanning Co. Associated Tanners, Inc. 
Stuart A. Spaulding, A. C. Lawrence Leather Co. Lynn, Mass. ........ 2\ 
J. J. States, A. C. Lawrence Leather Co. hits Derek’ Wh Sate, ‘tne. 
Mrs. Helen D. Taylor... ... Director, Color Bureau Mattes. Mi is 
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Spring Leathers at Waldorf-Astoria 


AUGUST 21 and 22, 1956 


TANNERS' COUNCIL OF AMERICA, INC. 





OFFICERS 
Pe Py Min 6 bincn oe cabo cc panec cies ccceneescene President 
PAUL LEDALLET, DR. cc ccc ccccccccccccvecscncecscuse Treasurer 
IRVING R. GLASS........... 0. cc cece eee Executive Vice-President 
RI GT cc ccc qectncteccccewsversacesevess Secretary 





Company Booth 


J. S. Barnet & Sons, Inc. 

Lynn, Mass. ...... ioe Oe 
Barrett & Company, Inc. 

Newark, N. J. , 
Beadenkopf Leather Co. 

Wilmington, Del. 
Beggs & Cobb, Inc. 

Boston, Mass. .. ee 
Besse, Osborn & Odell, Inc. 

Boston, Mass. ; ee a 
Blanchard Bro. & Lane, Ine. 

Newark, N. J. es 


25 
. 101 
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Carr Leather Company 
Peabody. Mass. .... 
Chilewich Sons & Company 
(Leather's Best Division) 
New York, N. Y. 
Colonial Tanning Co., Inc. 


39 


Boston, Mass. 71-72 
Crestbrand Leather Co. 
Boston, Mass. 92 


Donnell & Mudge, Inc. 

Salem, Mass. PE eS 
F. C. Donovan, Inc. 

Boston, Mass. . MS ae 
Dreher Leather Mfg. Corp. 


New York, N.Y... 4\ 
Dungan, Hood & Co., Inc. 

Philadelphia, Pa... ....... 63 
Eaaqle-Ottawa Leather Co. 

Grand Haven, Mich. 87 


Eastern Tanning Company 
(Division of Loewengart & ~ 


New York, N.Y. .... . 40 
B. D. Eisendrath ret Co. 
Racine. Wis. 7 


John R. Evans & Co. 


Contes Mi Gin e . 


Flagq Tanning sarewetion 


Milwaukee, Wis. ..... . 95 
Fleming-Joffe, Limited 

Wee Wis PG Hise cs es ck 106 
John Flynn & Sons, Inc. 

TO, BN is sR 59 
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Company Booth 


S. B. Foot Tanning Co. 
Red Wing, Minn. ........... 


A. F. Gallun & Sons Corp. 

Milwaukee, Wis. .......... Ht? 
Garden State Tanning, Inc. 

WON VON Pe Na caved d. 
Garlin & Co., Inc. 

DO W.. vcete ee ess 
Geilich Leather Co. 

Taunton, Mass. ....... 
General Split Corp. 

Milwaukee, Wis. ........ 
Gordon-Gruenstein, Inc. 

L. I. City, N. Y. 
Granite State Tanning Co., Inc. 

Nashua, N. H. 
Griess-Pfleger _ Co., (The 

Waukegan, Ill. ..... 
Gutmann & Co., Inc, 

Chicago, Ill. ....... 


Haight & Company, Inc. 


Middleville, N. Y. .......... 74 
L. H. Hamel Leather Co. 
Haverhill, Mass. ...... 76 


Thomas B. Harvey Leather Co. 
Philadelphia, Pa............ 
Hebb Leather Co., Inc. 
Boston, Mass. ...... 
Hecht American Corporation 
New York, N.Y. ......... 
Hiteman Leather Co., Inc. 
West Winfield, N. Y. Ne 
Hoffman-Stafford Tanning Co. 


Chicago, lll, ........ 62 
Horween Leather Company 
Ce ea 10 


Howes Leather Company, Inc. 
American Oak Chrome Retan 
Division 


Cincinnati, Ohio .... 30 
E. Hubschman & Sons, Ins. 
Philadelphia, Pa......... 67 
Irving Tanning Company 
Boston, Mass. .... is 85 





EXHIBIT COMMITTEE 


Dan Hickey, Surpass Leather 
Company, Chairman 

Frederick J. Blatz, Amalga- 
mated Leather Cos. 

S. B. Foot, S. B. Foot Tanning 
Company 

D. N. Gutmann, 
Co., Inc. 

Milton, Hubschman, E. Hubsch- 
man & Sons, Inc. 

Frank R. Lemp, Armour Leather 
Company 

Joseph W. Macpherson, John 
R. Evans & Co. 


Gutmann & 
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Leather Company 
Stuart A. Spaulding, A. C. 


Lawrence Leather Co. 





Company Booth 
Johnstown Tanning ee 
Johnstown, N. Y. . 107 
I, M. Kaplan, Inc. 
Boston, Mass. os 12 
Kirstein Leather Co. 
Peabody, Mass. 52 
Korn Leather Co. 
Peabody, Mass. ie 43 
Kroy Tanning aeeunoed Inc. 
Salem, Mass. . 22 
A. C. Lawrence Leather Co. 
Peabody, Mass. ., 14-15-16 
G. Levor & Co., Inc. 
New York, N.Y. ....... 3 
J. Lichtman & Sons 
Me TA ss 29 
Loewengart & Co. 
New York, N. Y. 93 
[TURN TO PAGE 107, PLEASE] 
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he Shoe Traveler... 


CONCLUSION 


Of An Informative Series on the Important Role He Plays in the Distribution 


of Footwear, and An Appraisal and Analysis of His Attitudes, His Problems, 
His Present and His Future. 


Avrnoucu the nationwide survey of shoe travelers 
upon which this series of articles has been based had 
two major purposes, both were generated by one strong 
conviction. 

This conviction is: “the men on the road” constitute 
a most productive force for insuring the sound growth 
of our industry. To create a new awareness of this 
often-neglected potential, it was necessary to know first 
some of the facts about shoe travelers, This was the 
first purpose of the survey. 

A great variety of statistics and information are 
available concerning shoe manufacturers and shoe re- 
tailers. This not only contributes to better under- 
standing and analysis of a complex business—it aids 
those who are alert enough to use the data to devise 
more resultful ways to improve their positions in a 
highly competitive field. 

Until now, no verifiable facts about shoe travelers 
ever had been assembled. The preceding four articles 
in this series established a broad pattern of such in- 
formation. This concluding article will deal with the 
second purpose of the survey: to encourage use of this 
fact-information by both manufacturers and salesmen 
in their common desire to sell more shoes. 

In the first place, any shoe manufacturer seriously 
concerned with realizing more of the potential which 
his salesmen offer has this assurance: he has healthy- 
minded “partners” in the undertaking. For the survey 
revealed that the great majority of shoe travelers like 
the work they do and the companies for which they 
do it. This is a positive fact attested to by many par- 
ticipants in the survey in comments which they volun- 
teered, It is a deductive fact to be gained from the 
over-all analysis of still another large group of re- 
spondents. 

An important clue to how serious-minded manufac- 
turers might approach the opportunity to improve the 
productivity of their salesmen is that “satisfaction of 
selling” is the single most important reason shoe travel- 


by STANLEY MOSS 


ers gave for liking their work. This reason not only 
was ranked first among all possible first-choice reasons 
by the greatest number of men, it received the largest 
number of votes, regardless of preferential order. Obvi- 
ously, the company which affords its men even more 
opportunities to derive increasingly greater satisfaction 
from selling should see the results in improved sales 
performance, 

A major part of the correspondence from many 
manufacturers to salesmen is comprised of “pep-talk” 
letters, generalized bulletins, self-serving extravagant 
statements. The motivation behind this type of corre- 
spondence is to stimulate selling enthusiasm among the 
men, as well as to “maintain contact” with the men 
in the field. Salesmen who several times each day 
must meet the hard-tack problems of securing orders 
from all-too-often reluctant retailers are not likely, 
however, to greet with much enthusiasm letters written 
in offices far removed from the “firing line,” when these 
letters are devoted only to airy assumptions that the 
shoes will “sell on sight.” 

Nor is the average salesman likely to be galvanized 
into enthusiastic action when he is told that “John 
Jones is doing a great job with such-and-such shoe. So 
are all the other fellows. How about you? Let’s get on 
the ball!” 

Another kind of letter which is worse than useless, 
because actually it is harmful, is the one which begins, 
“Can’t understand why you aren't selling such-and- 
such shoe,” or “Can’t understand why you aren’t sell- 
ing such-and-such an account.” The immediate re- 
action the salesman must have is, “That's the trouble— 
you don’t understand and you don’t bother to find out.” 

There is the great probability, on the other hand, 
that helping salesmen to improve and to extend their 
knowledge of shoe merchandising and shoe sales pro- 
motion is the freeway to greater satisfaction in sell- 
ing”—and, thereby, to better sales performance. Why 
not a weekly “correspondence-reading course” in shoe 


Boot and Shoe Recorder 





« 





merchandising for beginning and relatively new shoe 
travelers? Why not a similar “refresher” course for 
the more experienced men? 

Admittedly, it is easier to sell shoes to the retailer if 
he is shown how he can merchandise them within the 
scope of his own operation, how he can sell more 
readily. It is easier for two reasons: (1) it involves the 
retailer in thinking of the shoes as merchandise he can 
sell rather than as merchandise he is adding to his 
inventory, (2) actually, the retailer is helped to do a 
better job, to sell more shoes more profitably, 

Fundamentally, salesmen will accept and act upon 
informative material that shows them how to do their 
job better because they do get satisfaction from their 
work, and would like to do it better. Tell them how 
and why when you tell them who and what. Tell it to 
them in terms that show understanding of the realities 
of the situation and the reasonable prospect that can 
be achieved, 

Another area of questionnaire responses offers a 
guide to action. Most salesmen report they frequently 
make suggestions to their factories concerning improve- 
ments in their lines, That these suggestions are useful 
is seen in the fact that the men report further that a 
large percentage of their suggestions are adopted. This 
despite the additional fact that less than half the fac- 
tories are disclosed as acknowledging these sugges- 
tions and only about one in every three troubles to give 
credit to a salesman when a suggestion is worthy of 
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How the Manufacturer 


Can Help His Salesmen Sell 


“Pep talk” letters don’t help. 
Informative material does. 
Give salesmen credit for suggestions used. 


Understand their problems—and the 
retailer's. 


Check commission rates. They may be too low. 





adoption. Clearly, this is not a technique calculated 
to influence salesmen in matters which the factory 
deems important though the salesmen do not. 

It is difficult to get cooperation from men, and to 
exploit with them the full potential of the territories 
they cover, when these men—in the main—believe the 
factory does not understand their problems particularly 
well. As a manufacturer, do you know the specific as 
well as general problems confronting your men? Do 
you seek specific as well as general solutions to these 
problems, helping to overcome them? Most salesmen 
say their factories do not. They say something else, too 

—they say their companies do not understand the re- 
tailers’ problems, either. Whether most companies do 
or not is important, of course. But equally vital is the 
drag it must be on a man’s best effort if he feels he 
and his company do not work together with a common 
understanding of the basic problems, 

About these and other aspects of shoe travelers’ atti- 
tudes and opinions each manufacturer must decide for 
himself how Ais men feel, what his relationship is with 
his sales force, and how to develop their greater produc- 
tivity, 

He must decide, also, whether the rate of commission 
he pays is a deterrent to better sales performance, 
“Commission rate too low” is the outstanding dislike 
about their companies expressed by a substantial body 
of travelers, Salesmen, after all, are much like manu- 
facturers and retailers, It is difficult for the manufac- 
turer to retain interest in an account which yields little 
ov no profit, or for the retailer to retain interest in a 
line which does not sell. Salesmen cannot be blamed, 
if earning too little, they do not retain interest in the 
line they represent. 

But, whatever the individual decisions of the indi- 
vidual manufacturers, this survey and these articles 
will have been useful if they helped create a better 
picture of the shoe traveler, and if they helped stimu- 
late more thinking of better ways to aid him in being 
fully productive for himself, his company and the 
retailer whom they both serve. 
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Vice-president Muggsy, the Powers’ wire- 

haired fox terrier, in one of his most char- 

acteristic poses, A painting from this photo 
hangs in the West Bancroft Street store. 


A CHILDREN’S shoe store with a pup for vice presi- 
dent and greeter is logical when you come to think of 
it but we doubt if there are many in the industry. 
Muggsy, the Veep of the Powers stores in Toledo and 


the greeter at their West Bancroft Street store, is very 
important to the small customers. He is always there, 
generally sleeping under the swinging door leading to 
the stock area but often performing on a fitting stool 
for the amusement of the children. 

Six years ago Ted and Ada Powers were both work- 
ing in the shoe business but for other stores. Mrs. 
Powers was head of the children’s shoe department at 
LaSalle and Koch and Mr. Powers was with the Foot 
Saver Shoe Company. Mrs. Powers had gone to La- 
Salle’s one summer for a week to help out but the one 


week turned into nine years of steady employment. 
Before joining the Foot Saver staff, Mr. Powers had 
worked seventeen years as shoe adjuster for LaSalle’s. 
Then in 1949 a friend told Mrs. Powers of an excel- 
lent shoe store that was up for sale and two days later 
another friend told Mr. Powers about the same store. 
Within a week the Powers were the owners of Hauck’s, 
the second oldest juvenile shoe store in Toledo. This 
year they bought the Tommy Tucker Boot Shop, the 
first juvenile shoe shop in Toledo, thus becoming 
owners of Toledo’s two oldest children’s shoe stores. 
The Powers both seem to have a sixth sense in know- 
ing how to handle children. This knack has won for 
them a large and enviable clientele. Their customers 
have such confidence in them that even a complete 
change of shoe lines did not affect their sales volume. 
A year ago, after five years of carrying another brand 
as their stock shoe, the Powers changed to Little 
Yankees. They made a simple announcement of the 


Toledo's Oldest 


fact in their regular newspaper ad and waited for their 
customers’ reactions. They found the announcement 
stimulated rather than lessened their sales. One cus- 
tomer, whose pediatrician had advised her to buy an- 
other shoe elsewhere, soon returned to Powers because 
her child had been fitted wrong. Such confidence, the 
Powers feel, stems from their consistent emphasis on 
proper fit in all phases of their operation, 

All the Powers salespeople are given thorough pre- 
liminary training before they are allowed to sell on 
the floor. “We use no X-ray machines,” Mrs. Powers 


The Powers new store, which goes under the 
name of the Powers Shoe Shop, is in a more 
modern shopping area. The full width window 
gives an unobstructed view of the store’s interior. 





Muggsy keeps a sharp eye out for trade as he 
waits at the door of the Powers Bootery. This 
store is located in a well-established neighborhood. 


added. “Our salespeople have to know how to fit shoes 
themselves.” The salespeople are all women, since Mr. 
and Mrs. Powers feel children take to women more 
readily than to men. 

Aside from their heavy reliance on newspaper ad- 
vertisements, the Powers do no major promotion, Stand- 
ard season-end clearances are their only sales events. 
Check-up cards are their means of direct mail contact 
with customers. These cards, they report, have been 
highly successful. “Our customers actually count on 
them,” Mrs. Powers explained. “I once had a woman 
come in to complain she missed getting her card and 
forgot to bring her child in. 

[TURN TO PAGE 104, PLEASE] 


Children's Shoe Stores 


The Two Oldest Juvenile Shoe Operations in Toledo Are Now Under 
One Management, and a Wire-Haired Fox Terrier is Vice President. 


~~ 
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Muggsy generally can be found sleeping under the swinging sale, he can be counted on to help out. If necessary he will 


door leading to the stock area, but when there is a difficult 
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do tricks to put the child in the right frame of mind. 


55 


‘ 








an 
De LIS 


BY PALTER DE LISO 


and Shoe Recorder 









Tue ever-recurring problems of ad- 
vance season styling and production 
planning will again draw a major 
gathering of members of the shoe and 
allied industries to New York city 
during the latter part of August. 
Center of attention, along with the 
Tanners’ Spring Leather Opening, will 
again be the Allied Shoe Products and 
Style Exhibit, at the Hotel Belmont 
Plaza, on Manhattan’s east side. Shoe 
manufacturers, their executives, styl- 
ists and buyers, and also interested 
retailers, will be getting an early “for- 


COMPANY LOCATION 
Bernard Abrams, Inc. .............. 306-307 
Allens Mfg. Co., Inc. ... 320 
American Biltrite Rubber Co. . Bue Room-A 
American Shoemaking ................ 647 
American Shoe Specieities Co., Inc. 
639-640-641 
American Stay Co. .... ae . 428 
Amory Counter & Plastic es. 638 
Ppt Oe Pi, 1h sek 5 ck se kee 629 
pemerone Gere Gee eo Ge ks 304 
Atco-Flex Innersole Co. i 
Athol Manufacturing Co. ............ 521 
Atlantic Heel Co., Inc. ... 0.0... ce ee 638 
Auburn Wood Heel PEC Te 407 
VOR BOO GMs iesk is Oak Room-B 
Oo SES i a a PUN REE ale 453 
Azur Jewelry, Inc. ............ 643 
Banks Brothers Corp. .............. 333-334 
Bay State Fabrics, Inc. . 350-351 
Bayco, Inc. ... ; "Moderne 
Beebe Rubber Co. ............ .Moderne 
Beer-Stern Co., Inc. ...... . 756 


Beer-Stern Import oo ae bee cn 
Ben-Berk Fashion Creators .......... 412-414 


DORM FIRINO CA i ey ee sv kcaie'e ss 451 
nics heads, BERR Re 329 
Henry S. Blackwood Co., SM 4s ca are 522 
B. Blumenthal & Co., a ce 339 
Boot and Shoe Recorder five hehe 1645-1646 
Bowcraft Trimming Co. one Room 
Bows by Bernard .......... 306 
Bristol Fabrics, Inc. .... 701-702 
Bristol Rubber Co. . 701-702 
Brookside Mfg., Inc. . .Moderne- Foyer 
A. S. Burg Co., Inc. ... 1531-1535 
Conuse tat Cea i0. i. iii ees 1436 
Carlinn Fabrics Corp. .....Blue Room-B 
C. & C. Button & Trimming Co., Inc. 
639-640-641 
Clemtex Mfg. Co., Inc. ............ 733-734 
Columbia Combining Co., Inc. ..... 517-518 
Consolidated Rubber & Plastics Co. .... 529 
Continental Textile Corp. ............ 324 


Cooney-Weiss Fabric Corp. ........ 612-614 


Crest Industries, Inc. .............. 343-344 
Daniels Mfg. Co., Inc. ............ 712-714 
R. L. Devideff Co., Ine. ....... cc eee 720 
Davidson Rubber Co. a tyr nn 
Davis Box Toe Co., Inc. .......... Moderne 
Delco Rubber Corp. .................. 523 
Si TN Bs ERG 433-434 
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Advance Spring Trends at Allied Show 


Allied Trades Event at Hotel Belmont Plaza, August 18 Through 
22, in New York City Expected to Attract Top Interest and 
Attendance as Trade Focal Point for Spring and Summer, 1957. 


ward look” at spring as a capacity 
group of more than 160 lines featur- 
ing new styles, ideas, products and 
processes in the allied trades group 
will be on display throughout the Bel- 
mont Plaza, in rooms and suites, as 
well as in the “Moderne,” “Blue,” 
“Crystal” and “Oak” rooms on the sec- 
ond floor of the hotel. Visitors to the 
show in past years have found the con- 
venient array of exhibits all under the 
one roof to be very much to their lik- 
ing, being able to “shop the market” 
quickly and completely. 


COMPANY LOCATION 
Elaine Novelty Co. .....6. cece ees 421 
NN MN a tise shi er awed 4 738 
Essex Shoe Supply Co., URS. «bees co ee 
For Eastern Fabrics .................. 403 
Federal Leather Co. .............. 752-753 
Felch-Anderson Co. . . 402 
Fells Mfg. Co. .... . 302 
Flamm & Gladstone, ER ON A aseceare 601 
Flex-Tex Combining Co., Inc. 504 
Fonda Glove Lining Co., Inc 515 
Footcraft Novelty Works ............ 501 
Pred Frankel & SONG oo cnc cceciess 524 
Garnor Coated Products, Inc. ........ 649 
NN MUUNB C6. cus caw ews eos: 448 

Gilbert Freeman, Inc. ............ 1617-1619 


French Beading & Novelty Co. 
328 & ILI7-1118 
General Stay Co., Inc. 724 


Gitterman & Co. ................. 633-634 
Gold Crown Fabrics, ine. rulggatoss sta 612-614 
Golden Leatherboard i 503 
B. F. Goodrich Co.—Shoe Products Sales 
Div... eae . 745-746 
Gro-Cord Rubber ‘Co. eaeKes "Penthouse 17-D 
Malev. Cate Gea Ine oc. vn es cans kee e's 502 
Halo Associates, Inc. ............555: 406 
Harvard Coated Products Co., Inc . 617-618 


Haverhill Shoe Novelty Co. ........ 317-318 


H. & W. Shoe Supplies Co. ..... . 426 
G6. Hirsch Sons, Inc. ............ "1621-1622 
SOON SOON CM, ot. ovo vers dw nee sus 348 
House of Trimmings, Ltd. ....... . 1416-1417 


Hub Stay Co., Inc, 
Ideal Rubber Heel Mfg. Co. .......... 504 
International Fabric Corp. . .Penthouse-17-E 


wee eee eee eee eee oe) 


MOMNY MNO VIBE cis scsccsisvescecs 648 
Kaplan Products & Textiles, Inc. ...... 721 
Kendall Company—ANDREWS- 

PS EN ko see ceekavo ene 602 
eS ee ee 321 
Letharama, Inc. . 717-718 
Al Lewis Shoe Styles  eibee cane eee: 327 
Al Lewis Shoe Supplies .............. 327 
NE SESS EI ED EER ES 704 
Maurice Lewis & Co. ..... 1452-1453 
Philip Lorman Shoe Creations se 326 
Lowell Counter Co. oo... ccc cece ee eens 723 
A ARE CR Ba ss vsinc nto ad 0000s 504 
Lm RNOTEONE Clie ois cc cc cece evievns 325 
Tee 1 GA ce Ge 
Lustrous Looms, Inc. .........6. 000s 406 










































The Advisory Committee has again 
approved the popular weekend start 
with opening day officially on Sunday 
morning, August 19, thus preceding 
the opening of the Leather Show for 
spring by two full business days. Ex- 
hibit hours for the Allied Show are 
from 9 A. M. to closing at 7 P. M. each 
day and on Wednesday, the final day, 
from 9 A. M. to 3 P. M. Both the 
Allied Show and the Leather Show 
will be running concurrently in adja- 
cent hotels during the final two days. 
Among the firms exhibiting are: 


COMPANY LOCATION 


Majestic Fabrics, Inc. .........00555 345-346 
Middletown Rubber Corp. ..........512-514 
Mitchell & Smith Div.—Sheller Mfg. 


Co sirtckebes a cr as eo cbaae cece ie 40! 
Maynard H. Moore, Jr., Inc 445-446 
Moore Fabrics, Inc. ..... . 506 


National Automotive Fibres, Inc. A eereat 
National Backing Corp. - 

Dini: He GBs ecb sw cas cae ba eyes 
North & Judd Mfg. Co. ... 0.6.6... 055 
O. K. Shank & Counter Co. ey: 
Oriental Textiles. 627 
Friendly House of OUIMET ... Blue Room-B 
Oxford Shoe Specialty Co. ...... 
Parva Buckle Co. ..........4.. Oak Room-A 
Pellon Corp. ..............++++.. Moderne 
Pero & Daniels, “OER ie I 727 & 728 


Philgo Novelty Mfg. Co., Inc. ........ 703 
Phillips Premier Corp ............Moderne 
Peet PON se ek kchae concnoues 

Plever Backing Corp. ..........0005 417-418 
Wane We CBr 25 ce ccc ha veer 604 & 623 
Precision Buckle Co., Inc. ........705 & 706 


Raymik Shoe Fabrics Co. 
Remington Products Co. ......Oak Room-A 
Respro Division—The General Tire & 

OES «SRR ea gap emer are 1133-1134 
Rhinestone Creations ......... 423 
Chas. |. Rockmore, Inc. ........ "1248-1246 


The Rockmore Co., Inc. .......... 1552-1553 
Rogers Foam Rubber Co. ............ 736 
Py Pee Ci Wl a SK bcc octancs en cen ee 
Royal Notion Co., Inc. ....... 0.0005. 520 
Schiff Jewelry Mfg. Co., Inc. ........ 341 
Lawrence Schiff Silk Mills, Inc. ....933-934 


Schiff Ribbon Corp. ........cesee: 933-934 
Se Bais. o.2 soaks eed Cxekas 833-834 
Shoe Factory Supply Corp. 422 
Shoe-Maker Fabrics, Inc. ........ 1216-1217 
Shoe Trends-Styles ease ealaies 400 
Silver Fabrics Corp. ....... 055065 "1421-1422 


Sinco Novelties Corp. ......... 0000005 1521 
Harry R. Snyder Shoe Styles .......... 528 
Spano Shoe Products, Inc. ....Oak Room-B 
Stedfast Rubber Co., Inc. .-Modemne-FOYER 


Sterling Button Co., Inc. .......5.055 
Sterling Last Corp. . .1431- 1435 
Stocke Metal Products . . 522 

Textileather Div.—The General Tire & 
Rubber Co. 607 
[TURN TO PAGE 6, ’ PLEASE] 
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keeps getting bigger and BIGGER! 





Everytime we turn around, another Foot-Joy retaiier 
FIELD AND FLINT Co. 


Brockton 68, Mass. 


tells us how much the Foot-Joy influence has added to his profits 
Gentlemen and prestige. More men want Foot-Joys than ever 


Please send your latest cctal 
- ra before ...thanks to our dramatic full-page, 4-color consumer 











Name Seapets . advertising campaign featuring street and golf shoes - 
Company siesta sacs 
and to the follow-through of the shoe itself. We invite you 
Address shaheieietineiinidiasimaitom 
to cash-in on the Foot-Joy influence. Write us now 
a ctiteniensirniitne cela iciicsiccetisasianinemieeneianmmne 


() Please have your representative call. for the details about a Foot-Joy franchise. 
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Growing gripe and anxiety in shoe business about 
lack of qualified young people wanting to make 
retailing a career ... or failure to stick with it 
once they’ve tried it. Bidding for college grads to 
train as executive talent is now intense. Retailing 
having toughest job attracting these grads ... or 
holding the few they manage to get. Same applies 
to high school grads for shoe stores. 


Study by Fortune magazine shows that “turnover 
rate” of young executive talent in industries and 
businesses other than retailing is relatively small 
after two years of employment (averages 5-15 per 
cent). But worst turnover of all in retailing (For- 
tune says the figure is “unmentionably high). 


Similar problem exists with sales help in shoe 
stores. Those with good abilities eventually open 
own stores, or move to other types of jobs where 
appeals are greater ... shorter hours, better pay, 
more opportunity for advancement, etc. Thus, sales 
turnover rate is costing shoe stores more than they 
realize. Also creating some frustrations for retail- 
ers trying to attract and hold good sales help but 
unable to find ways to do it. Annual study by 
Willmark Service System, Inc., top retail sales 
analysts, shows no improvement in retail sales per- 
sonnel. Rates selling efforts today about 81 per 
cent efficient, same as for past three years. 


So what’s happening? Many manufacturers try- 
ing to get around this problem by more pre-sell in 
advertising, in packaging, etc. Recent trend of 
manufacturers buying up retail stores is another 
outgrowth ... the manufacturer believing he can 
sell more effectively in factory-owned stores. 


The National Shoe Travelers Association, via the 
Bureau of Salesmen’s National Associations, want 
airlines to increase the allowable weight limit for 
luggage. This, says the Association, would induce 
more salesmen to use the airlines. The appeal has 
been made to the Civil Aeronautics Board. The 
great majority of shoe travelers work on commis- 
sion only (five to six per cent). Their gross average 
income is around $15,000 a year, but their expenses 
amount to an average of $6,000. Of this, 17 per 
cent or $1,000 is accounted for by transportation 
costs. 


Note two significant trends in shoe chains versus 
shoe independents situation. First is shoe chain 
trend toward more out-of-town areas which once 
were almost exclusive territories of independents. 
Second is chain trend toward upgrading, moving 
into broader price ranges to embrace larger share 
of market which, competitively, slices from inde- 
pendents’ areas. For example, Thom McAn, for- 
merly in the $7.95 to $8.95, now expanded to $12.95. 
Other leading chains following similar pattern. 
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This points to much intensified competitive situa- 
tion for independents particularly. Chains’ up- 
grading, new types of lines, expanded price ranges 
and extended selling territories — all these spell 
greater challenges to independents which formerly 
weren’t required to cope with this condition. Need- 
less to say, independents will find it necessary to 
step up their own competitive pace appreciably. 
Some will get hurt. But over-all the intensified 
selling pace should be a spur to shoe sales. 


Retail business rental space in better locations in 
more active demand and bringing higher rents 
than year ago, according to report by Clarence M. 
Turley, president, National Association of Real 
Estate Boards. But deteriorated shops or those in 
neglected areas are hard to rent even at lower 
prices in many cities. However, vacancies stand 
at only one to two per cent. Rents reported same 
as year ago in 60 per cent of cities, higher in 31 
per cent. 


Proof that shoe manufacturing is a low profit-maker 
relative to sales is revealed in the study of 500 larg- 
est industrial organizations referred to in July 15 
issue. For instance, International, in 133rd sales posi- 
tion rated 183rd in net profits. General Shoe in 200th 
sales position rated 303rd in profits; Brown Shoe 
in 216th sales position was in the 257th position in 
net profits. And Endicott Johnson, 245th in sales, 
was 397th in profits. Brown made the best profit 
showing (4.06 per cent). Then came International 
(3.97 per cent); General Shoe (3.13 per cent), and 
Endicott Johnson (2 per cent). 


Of the 50 largest merchandising firms in the same 
study, only one shoe retailer (Melville Shoe Corp. 
—Thom McAn, Miles Shoes) won a rating... 
45th position in sales ($114,500,000). However, it 
rated 24th position in net profits ($6,355,000). Mel- 
ville, with nearly 8,000 employes, rated 86th in 
employe position. About a third of the other mer- 
chandising giants on the list, while not primarily 
shoe retailing firms, nevertheless have large shoe 
departments (Macy’s, Gimbel’s, Sears, Penney, 
Montgomery Ward, Marshall Field, etc.). 


Melville Shoe Corp., in 1955 showed a handsome 
5.5 per cent net profit on sales. How did this com- 
pare with some of the other “bigs” in the merchan- 
dising field? Here are some typical examples: 
Sears, 4.8 per cent; J. C. Penney, 3.8 per cent; 
Montgomery Ward, 3.7 per cent; Gimbel’s 2 per 
cent; Marshall Field, 3.6 per cent; Bullock's, 4.1 
per cent; Macy’s, 1.5 per cent. These profits are 
for all goods combined in these stores. But all of 
these stores carry shoes, are large volume sellers 
of footwear. Hence, Melville, the one “shoe spe- 
cialist” among the top 50 merchandising firms, 
chalked up one of the best net profits. It demon- 
strates that shoe business can be a healthy business. 
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For Comfort ana 
Preserved Beauty 


of 


Toe Contour 


For toe comfort and that “showroom” look 

in the toe area... . rely on “‘Celastic.” 

Use “Celastic” for firm box toes, “Soft Box Celastic” for supple 
but resilient toe area support. Either material can be 


depended on for faithful performance and good looks. 
There’s a “Celastic”’ for unlined footwear, too. “Colestic ls regitered rodemert of the Coteutic Corp. 


UNITED SHOE MACHINERY CORPORATION + BOSTON, MASSACHUSETTS 














OPTIMISM RULES 
IN BOSTON STORES 


Aucust opened with fairly opti- 
mistic reports from shoe retailers in 
Boston and its suburbs. Clearance 
sales, they said, had been successful; 
inventories had been substantially re- 
duced; July sales figures ranged from 
“at least as good as last year” to in- 
creases of as much as ten per cent. 
Fall shoes had been received, al- 
though shipments were not expected 
to have been completed before the 
middle of the month. An early de- 
mand for these new styles was an- 
ticipated. Many felt that the fall sell- 
ing season would equal that of 1955 
in pairage volume, and would, there- 
fore, show an increase in dollars be- 
cause of price changes. 

A surprisingly early demand for 
darker shoes was noted at the Solby 
Bayes store, 45 Winter Street. Calls 
for black, navy blue and even red in 
dress types were said to have been 
frequent. At the same time, as July 
drew to a close, lighter colors in cas- 
uals sold well in neutral colors such 
as fawn or French Bread, colors 
which blend well with summer frocks. 
Brown alligator pump types, good 
sellers in past years, seem destined 
to repeat this year, it was said. No 
clearance sale was held at this store 
and the gain for the first six months 
of the year was 8.7 per cent. During 
the seventh month, July, this gain had 
risen to 10 per cent. 

The clearance sale held by Thayer 
McNeil Co., 47 Temple Place, was 
very successful and comparatively 
few of the casual types will be carried 
over. Basic styles, which did not move 
so freely during the sale, nevertheless 
can be carried over safely. July busi- 
ness, it was reported at this high- 
grade store, just about equalled that 
of July, 1955. which was not consid- 
ered a very good record in view of 
the fact that July last year was a poor 
month because of an intense heat 
wave which spread over New England 
for weeks at a time. The store looks 
forward to a good season on back-to- 
school and back-to-college footwear. 
followed by dressier types later in 
the fall. 

July volume in the Curtis Enna Jet- 
tick Shoe Store, 133 Tremont Street, 
was up 10 per cent and active promo- 
tion of fall shoes began on August 1, 
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when the windows were trimmed with 
pumps, ties and straps in black, blue 
and a few red numbers. Black suede 
is depended on here for most of the 
early fall business. An active demand 
for summer shoes continued through- 
out July, also. Best sellers at reduced 
prices were mesh types in white, navy, 


and black. 


* * x 


GOOD RETAIL TRADE 
IN NEW YORK 


RETAIL shoe business in the New 
York area is satisfactory. There hasn’t 
been an overwhelming rush by con- 
sumers to buy shoes during this month 
but, by that same token, there has 
been an orderly process of buying 
shoes as they are needed. Traffic in 
stores has been encouraging; the 
weather has been cooperative and sell- 
ing has been good. This all adds up 
to figures that will compare favorably 
with last year’s total for the same 
period, equalling if not exceeding 
them. 

In women’s shoes, pumps are sell- 
ing very well in both light and dark 
colors and in smooth leathers as well 
as suede. The instep strap pump 
seems to be getting good response 
due, no doubt, to the fact that here 
is a variation in pattern from the 








$125" Torus 


SHOES FOR MEN 
5771 WILSHIRE BOULEVARD 


Of course theyre expensive... 
but sois the Continental Mark IL / A. 
triumph in quality for the man. who must 
have the finest. Imported from Italy of rich, 
supple, matched Alligator skins, Brown. 
or black. Always in good teste. 


Shoes are worth much more than most 

people pay for them, so that even at 

$125 this shoe may be a bargain. 
Innes, Los Angeles. 








classic pump that lends itself to dif- 
ferent costumes and ensembles. 

Casual shoe selling has been quite 
active. Flats, two-eyelet wedge ties, 
thong sandals, softee types for wear 
in town as well as in the country have 
been registering good sales figures. 
The appeal to the consumer is on the 
basis of “glove like” shoes, “butter 
soft” suede, flexible construction—all 
the factors that make for summer foot 
comfort. 

As for children’s shoes, many mer- 
chants have already started their 
back-to-school promotions and are 
beginning to get initial reactions from 
both parents and children. Actually, 
these responses are the first ripples 
in the sales picture since those young- 
sters who are away at camp won’t be 
the potential “back to school” con- 
tingent until the end of this month. 

Merchants expect to finish up the 
month of August in good shape and 
are looking forward to the coming 
selling period with its promise of re- 
newed activity and good volume. 

* s * 


GOOD VOLUME IN 
SAN FRANCISCO SALES 


JuLy was a clearance month for 
most of San Francisco’s shoe retail- 
ers. With some stores it was a final 
push to get rid of the stocks of flats 
and summer vacation footwear. Oth- 
ers, however, included most of their 
regular stocks such as calfs, suedes, 
and patents in both open and closed 
toes; suit pumps with slim, high and 
medium heels; all in the standard col- 
ors of black, brown, blue and red. 

Price reductions ran from 25 per 
cent to 50 per cent, with the larger 
reductions on the slow moving num- 
bers that merchants wanted to clear 
off their shelves before the end of 
the summer season. 

Some of the leading dealers have 
a policy of not making comparative 
price statements that show the actual 
price cuts, but those familiar with 
the lines know that the reductions 
run from 25 to 40 per cent. 

Customer response to the sales was 
good and merchants report increases 
of from five to ten per cent over last 
year. 

Whites have been the most popular 
this month, with the pastels coming 
next. The darker shades for evening 
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dress wear have also gone well. 

Walking shoes for both vacationers 
and women who like to get around 
and go places and see things during 
the summer months have been fea- 
tured with good results by a number 
of the leading shoemen. 

During the last week of the month 
the new stocks of fall merchandise 
began filling the shelves vacated by 
the summer footwear, and there were 
a few window showings of the new 


numbers. 
* * * 


BACK-TO-SCHOOL 
FEATURED IN CHICAGO 


BACK-TO-COLLEGE and back-to- 
school promotions are occupying Chi- 
cago shoe retailers for most of Au- 
gust. Although there has been a 
sprinkling of fall shoes sold, no real 
momentum is expected to get under- 
way until mid-August or later. 

Each year there is a broadening of 
college promotions and this year it 
seems to be even more intensified. 
Most of this type of shoe business 
seems to be done prior to mid-August 
with the shoes for high school and 
grade school customers moving heav- 
ily the two weeks prior to Labor Day. 
Therefore, college promotions began 
earlier this year than ever. In most 
downtown stores, shoe departments 
have furnished current styles for the 
college girls working in the college 
shops. Usually these are shoes in 
keeping with the projected campus 
style trend. At The Fair, the girl 
models have been wearing little heel 
brown calf plain pumps. At Field’s 
red flats are used in the promotion 
theme and at Carson Pirie Scott & 
Co. skimmer pumps keyed to outfits 
of cotton shirts and flannel Bermuda 
shorts. 

There is heavy emphasis in all win- 
dows and promotions on shoes to wear 
with Bermuda shorts. These include 
various versions of loafers and moc- 
casins and soft skimmers. For dress 
the ballerina styles, flat pumps, and 
little heel pumps seem to be favored. 
Saddle oxfords are still much in the 
picture and have been selling well. 
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They still seem to be basic to all col- 
lege wardrobes, even though girls 
may also branch out into some of the 
newer casuals and loafers. 

Most stores are expecting to have 
a good season on children’s shoes this 
year. This is due to the fact that 
many have the best selection of styles 
ever, with more variety both in sturdy 
and dressy shoes. It is believed that 
some of the new styles may take the 
place of saddles and loafers, or at 
least account for extra pair sales. 

Most stores ended up the sale sea- 
son with clean shelves. Although the 
attempt was made to clear stock as 
much as possible, the remark was 
made in many quarters, “We didn’t 
have to give anything away.” A few 
light weight suedes in open type shoes 
have sold and there has been a little 
action on the textured leathers in 
fashion salons. However, most of the 
business aside from sale shoes has 
consisted of basics and staples, the 
walking types and plain leather 
pumps that sell twelve months of the 
year. Although these types sell bet- 
ter in the fall, they constituted a 
small percentage of business in July 
and early August. 

+ * * 


FALL STYLES BEGIN 
MOVING IN ST. LOUIS 


HELTER-SKELTER arrays of sale- 
priced pastels and casuals, what is 
left of them, have been moved to 
back corners, leaving major display 
points for showing new fall footwear. 
In women’s departments downtown, 
styles are looking very handsome and 
elegant, as dark things always do 


particularly at this time of year. 

Heaviest play is being given to 
transitional fabric types, such as peau 
de soie, pleated silks and ripple cloth. 
These are shown in open styles, bare 
backed for the most part, on 23/8 
heels. A few dark brown and bright 
navy pairs are included in the fabric 
items, but black predominates. 

Alligator appears extensively, mak- 
ing up for the scarcity of brown shoes 
in fabric. One prominent women’s 
shoe store downtown is currently de- 
voting a large vestibule window to 
reptile pumps, open and closed types 
in black, green, natural tan-gray and 
russet brown. Teamed with wind- 
blown autumn hued scarfs and co- 
ordinated handbags, the reptile foot- 
wear has great change of season 
appeal. 

Although few shoe ads are planned 
by retailers before August 15, one 
major department store took a full 
newspaper page for “Magnificent 
Mink,” coordinating black peau de 
soie bare pumps as a complement to 
the “lady look” fur fashions. 

Women’s fall styles are moving in 
moderation, according to reports both 
downtown and in the suburban stores, 
with heaviest momentum period just 
ahead. Men’s departments are still 
quiet and business is not expected to 
perk up strongly until the middle of 
September. Back-to-school buying is 
picking up speed as each day passes, 
but, as one suburban retailer de- 
scribes it, “when the kids come home 
from camp practically barefooted, 
mothers often make an early August 
purchase of a shoe suitable for school 

[TURN TO PAGE 65, PLEASE} 











ADVANCED! 


American debut of @ revolutionary new thoe! 
* One tongth of leather, folded around the 
wstep. supple es your own foot, and mounted 
0n an entirely new columnar heel, By Herbert 
Levine. in block call, the stitched pump 32.96, 
nail-studded sing 29.9%, Shoe Selon, 


second floor, downtown gnly 


Aim 






“There's nothing new under the sun" is not true in the shoe industry. 
This shoe is made with one length of leather folded around the instep. 
Herbert Levine shoe advertised by Neiman-Marcus, Dallas and Houston. 
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LURE ‘EM WITH. .... 


King Bee 
MEN'S 
SLIPPERS 
AND 


SANDALS 


UNBEATABLE BAIT TO LAND MORE SALES 

. KING BEE SLIPPERS HAVE THE LINE 
THAT SELLS WEEK IN. WEEK OUT! TOP 
QUALITY, SMART STYLING, SMART PRICING 
MEAN SATISFIED CUSTOMERS — AND MORE 
THAN SATISFACTORY PROFITS, KING BEE 
SLIPPERS FEATURE BILTRITE NURON-FLEX 
AND NURON CREPE LIGHTWEIGHT SOLES. 


WRITE FOR 
YOUR PREE CALENDAR 
FEATURING THE LUSCIOUS KING BEE GIRL! 





KINGS FOOTWEAR COMPANY ® 47 WEST 34TH STREET, NEW YORK CITY 
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[CONTINUED FROM PAGE 62] 


to fill in, rather than choose another 
play shoe.” 

Retailers tended to be wary in ex- 
pressing opinions on the subject of 
early clearances, but now that such 
sales are essentially over and stocks 
have been cleared, many retailers 
gladly raise their voices in comment. 
Small stores really feel the effect of 
the department store sales, which 
start in St. Louis the first of June. 
Independent retailers report that they 
can tell from their sales charts the 
exact day on which the first “flier” 
is mailed to department store custom- 
ers announcing the clearance. 

o *% * 


DENVER EXPECTS 
“BEST FALL EVER" 


BusiINEss among shoe retailers in 
the mile-high city of Denver has been 
exceedingly good during the summer 
months and several shoe store pro 
prietors and buyers predicted “the 
best fall business ever.” Shoe sales 
have risen above last year’s figures in 
mid-summer along with the Tenth 
Federal Reserve District’s weekly de- 
partment store sales (June 16 to July 
28), which showed an overall in- 
crease of seven per cent (based on 
retail dollar amounts), shoe represen- 
tatives said. Unlike many sections of 
the east, steady, fine summer weather 
through the months of June and July 
spelled unprecedented white sales. 

“We've been going through the 
usual summer valley, but we're antici- 
pating a fantastic fall and Christmas 
business in retailing and that includes 
shoes, too,” said Calvin P. Pond, ex- 
ecutive secretary of the Denver Re- 
tail Merchants’ Association. 

Denver is a high-fashion city and 
women buy the newest in shoes,a prom- 
inent shoe retailer pointed out. Fall 
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promotions started in mid-July and 
were in full swing by early August. 
Black, marino, brown and navy were 
in demand. Provincial brown tones, 
mink mist and rusted colors were sell- 
ing in volume in better quality shoes. 
One retailer named popular numbers 
at his downtown store as a backless 
shoe in black suede and calf selling 
at $16.95, a halter in clear vinyl with 
studded rhinestone trim and_ black 
suede vamp, selling at $22.95, a Flor- 
entine cloth number in black, brown, 
blue and gray, selling at $21.95, a 
beaded vinyl] halter with bronze heel 
and halter strap, and offside opening 
pumps with closed tie and closed back 
and slim, shaped 16/8 heels, in the 
same price range. Women are con- 
centrating on heels as never before, 
both as to shapelinéss, slimness and 
material, said a buyer. Shoes with 
black shantung heels have been very 
popular. 

Reptiles were off to one of the best 
seasons thus far. One exclusive salon 
said that there is demand for opera, 
high-heel and mid-heel pumps and 
single straps in “lizagators,” priced at 
$29.95. Platinum, mink brown, gray 
and black are popular, with matching 
bags at $19.95. At another shop, a 
best-seller is a sport rust instep sling 
with draped open toe in alligator- 
lizard, selling at $26.95. With back- 
to-school promotions starting, flats and 
walking shoes were being pushed in 
career salons and youth departments. 

* s ” 


PHILADELPHIA RETAILERS 
FEATURE EARLY FALL SHOES 


Iv appears that there are some stores 
that are determined not to hasten in- 
terest in fall shoes through early dis- 
plays. On the other hand, a majority 
of mid-city shoe stores and depart- 
ment store shoe salons are featuring 
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Continentale—tow priced 

to pamper and please you — 
14.95 

Tabing the town by storm — 

+ farblonsble mow storm of cool whine 
calf syled to look expensively 

thie yet cost you amcaningly tile! 
Take your choice of three smart styles? 
4 iding, a pump, a spring-olater; 

the sling, pearlined, the osber two 

da vparbling white calf with 

needle slim, unbreakable heels 

Sines in Shim (AAA) 610 10; 

Narrow (AAA) 3% t0 107 

Medinm (8) 4 40 10, 

Popular Prive Shoes, Stree Floor 


Miami likes white by day or night for special occasions and ordinary 
wear; and Jordan Marsh makes appropriate use of white space in adver- 
tising these three reasonably priced styles. 
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displays of new fall styles in both 
large and small window spaces. Many 
of these displays have been set up 
so early that hot weather demands 
the wear of summer shoes. This pro- 
motion of new fall footwear is to keep 
the public interested and to satisfy 


their initial curiosity. Actually, all 
stores have received shipments of 
shoes for the coming season, but some 
think it worthwhile to display their 
shoes immediately while others think 
it more profitable to continue sum- 
mer shoes. 

It has been noted that store reduc- 
tions fall into three price groups 
which average about $7.90, $5.90, and 
3.90. Higher priced shoes in styles 
and types that are thought to con- 
tinue as good sellers have appeared 
in reductions of two or three dollars. 
These prices will hold until complete 
clearance or the final drastic reduc- 
tion. 

Early displays of fall shoes are 
made up of basic types or styles that 
will be purchased for immediate wear 
or as soon as the autumn season ar- 
rives. In the showing of new shoes, 
the emphasis has been on throat lines, 
making the deep V in women’s pumps 
important. Small rhinestone orna- 
ments, bows, and turnback collars also 
appear on these lines. A great deal 
of black suede is shown and is ex- 
pected to be among the first of fall 
sellers to team with the tremendous 
showing of basic black dresses. 


* * * 


SALES CLEAR STOCKS 
IN TWIN CITIES STORES 


Minneapolis. 


S$ UMMER shoe business remains sat- 
isfactory. Both casuals and shoes for 
travel have moved well. Now mer- 
chants are running semi-annual shoe 
sales, clearing the way for the next 
season’s showings. These sales are 
looked forward to by many customers 
who take the opportunity to replen- 
ish footwear wardrobes. 

-[rurN To PAGE 106, PLEASE] 
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For TOP PERFORMANCE it’s ALL-WAYS 


Nationally Advertised 








Sumors 


FASTEST! . . . featuring genuine welts and 


compo construction from tots to sub-teens 


suggested retail for most styles $550 to $695 
A few styles slightly higher. 
Send for our catalog today. 
MOST COMPLETE! ; . . 
Write us for franchise for your city. 
AM ERICAN 0: 2 £0 2.2 S H OE c oO 
ONE ISLAND STREET, LAWRENCE, MASS. 
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This is what 


Fabricushon 


does for a shoe... 


FABRIcushon foam-fabric lining 
adds glovelike flexibility and comfort 
to high styling . . . actually breathes 
for coolness . . . handles like ordinary 
fabric .. . keeps the shape. 





and this is what 


Fabricushon does for 
a manufacturer... 


“Two of our very best selling patterns have used 
FABRIcushon... There is no question but what 
FABRIcushon contributed a good part to the sales 
... which are continuing to hold up very nicely.’’ 


JOHNSON-STEPHENS & SHINKLE SHOE CO. 


“Consumer acceptance can be borne out by the 
fact that we have used over 5 miles of FABRI- 
cushon in the manufacture of Dickerson shoes to 
date...and we look forward to the next 50 miles.”’ 


THE WALKER T. DICKERSON CO. 


“A good bit of the success of our Trotter pattern can . 
be attributed directly to the FABRIcushon lining .. . CUS, On 
we have promoted this feature in an outstanding way 


in our national advertising .. .’ “nade sah 


BROWN SHOE COMPANY fabric-to-foam wedded forever 


Why don't you find out more about FABRicushon foam-fabric lining . . . THE KENDALL COMPANY 


and what it can do for your sales? We'll be glad to help you. cells Sees teahed tei a 
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RBAN-SUBURBAN living is more than a trend 

... it’s a wonderful new era of looking and 

feeling right for the occasion by dressing 

right for the occasion . . . an era of proof that 
business and pleasure can mix. 


Here is the pay off—more profitable than ever— 
for your store: 


Leather Industries of America captures the in- 
terest of over 3,000,000 ESQUIRE Magazine 
readers with this full color 2 page spread in the 
October issue—featuring all-leather shoes and 
accessories for every time, every clime. 


Everything has been made available for you to 
tie-in, stop traffic and spur it into buying action, 


Just fill out the coupon. In the return mail, you 
will receive a powerful merchandising kit with a 
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WEATHER iron 








urban- suburban 
AE ATELIER report: 
smarter, richer. mnost comfortable eae eee et 


bomen bade of Peewee 


host of point-of-sale material. There are impres- 
sive counter cards, window cards, suggested 
retail ads, attention-getting interior and window 
display suggestions, publicity material. 


This is a promotion, This is profit! 


Leather Industries of America 


411 Fifth Avenue, N.Y. 16, N.Y. 


. LEATHER INDUSTRIES OF AMERICA y 
« 411 Fifth Avenue, New York 16, N.Y. ° 
“ Gentlemen: . 
e Please send me your Esquire merchandising kit. « 
- NAME . 
* ADDRESS 
: CITY ZONE......... STATE., ° 
. . 
o . 
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The Greatest Leather Ever Put Together 


BATES CHethantd arn 


in Men’s Fall Casual Footwear 





Launched with an Exciting Introductory Retail Offer: 


STYLE A 
SHETLAND 
FLOATER 

Price $5.90 

Style 87 Camel 
Style 8410 Chocolate 
Style 8411 Black 


STYLE B 
SHETLAND 
KNOCK-A-BOOT 
Price $6.60 

Style 8401 Natural 


Price $7.10 

Style 8402 Chocolate 
Style 8403 Black 
Style 91 Camel 
Style 94 Grey 


STYLE C 

SHETLAND 
KNOCK-A-BOOTS 
with Tartan Linings 
and Nylon Shearling 
Sock Linings. 

Price $7.65 

” : Style 8424 Natural 
mee ; Style 8425 Chocolate 


THE SHETLAND “60” PROMOTIONAL DISPLAY DEAL 





e You order 60 pairs or more from this group 
e You Get FREE the Outdoor Barbecue Display 


e You Use It for the Selling Season—and Then 
Use It At Home for the Cooking Season 





SIZES A-8-13, B-7-13, C-6-13, D-5%-13, E-6-13 


Order by Mail — Indicate choice of style numbers 
in Group I, II, or III initial-order size run. 


(Outdoor Barbecue Display available at $4.95 each with orders 


Shetland Leather—the new look in leather—the greatest natural of lese than 60 patre) 


for casual wear! It LOOKS rugged and ready—FEELS light as . B/N 8-12 
Group! 2styles minimum 1 C/M 7-12 
30 pairs each D/W 6-12 


So easy to get into the big SHETLAND Leather business with 
BATES minimum basic stock suggestions! Any one of the three 
groups puts you in business to do business with only 60 pairs, 
giving you depth of stock and breadth of assortment. Send your 
order today—and get the FREE Outdoor Barbecue Display! 


GrouP Ii 3 styles minimum ' B/N 8'4-12 
20 pairs each D/W 64-12 

ss f B/N 9-11 
GrouP 111 4 styles minimum } D/W 7-12" 


15 pairs each *No size 11% 


| 
| 
l 
| 
| 
a leaf—SELLS strong and steady! | 
| 
| 
| 
| 
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BATES SHOE COMPANY + WEBSTER, MASSACHUSETTS 
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The consistent demand for our 
fullline of King Kangaroo Leathers 
has far exceeded our most 


optimistic anticipation. 


The acceptance has been broad, 
almost universal, rooted deep 
and firmly held. 


The reason is clear. 





in King Kangaroo, as in all 





Amer leathers since 1832, 
quality and customer satisfaction 


have always been paramount. 





wittiom AMER company 


PHILADELPHIA 23, PA. ESTABLISHED 1832 
MEMBER KID LEATHER GUILD 


BLACK GLAZED + BLACK SATIN « COLORED KID * BROADTAIL KID * KANGAROO IN BLACK & COLORS FOR STREET AND ATHLETIC SHOES 
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plant of Compo Shoe 
in Waltham, y ae 





es 




















hs? 











Here, in this new manufacturing plant, the same cement’ process machinery, adhesives and shoe- 


enterprise that pioneered the cement shoemaking making techniques. COMPO’S new facilities will 
process will continue to produce better ma- — enable it to expand its services and better supply 
chinery and adhesives for today’s shoe manu- the, needs of the shoe industry. 

facturer. 


COMPO, the world’s leading manufacturer of 
COMPO’S research and manufacturing know- shoe adhesives, also distributes major lines of 


how made it the leader in development of nével supplies to the shoe industry. 


Visit our moaern plant... 
just outside of Boston...on Route 128 % 





COMPO 





‘ 
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new spring 
leathers 
coming 





your Way 


We took a good look at all our leathers through 
the clear glass of fashion. Then we added new style 
sparkle and plenty of color and texture 

interest. The results will be coming your way 

very soon, and will be on view at the 

Spring Leather Show at the Waldorf. New versions 
of old standbys, old favorites in new colors, 

and entirely new tannages and finishes are all 


represented in these leathers for a bright new season. 


styled by 
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FASHION BLACKS 
BLACK GLAZED KID *% BLACK CHARMOOZ 
BLACK EVERKLEEN SUEDE * BLACK LAMOOZ 
BLACK VELOOZ xx BLACK AMORA 
BLACK SOFTEE *% BLACK FROSTEE 
BLACK PATENT KID + BLACK SATIN MATTE 


COLORED SUEDE AND NAPPY LEATHERS 
CHARMOOZ * EVERKLEEN SUEDE 
LAPINA SHRUNKEN *%* LAMOOZ SUEDE 
VELOOZ SUEDE ** BASKETTE 
WHITE AMBUCK * CORDOOZ 
HONEYCOMB 





COLORED SMOOTH AND GRAINED TEXTURES 
GLAZED KID * DEL KID 
FROSTEE KID * SOFTEE KID 
SCOTTEE KID ** AMORA KID 
EVERKLEEN KIPS ** EVERKLEEN FROSTEE 
SLIPPER KID * KID LININGS 


VISIT US AT THE LEATHER SHOW 
BOOTH 35 — WALDORF-ASTORIA 


WRITE FOR SWATCHES TO AMALGAMATED 
LEATHER COMPANIES, INC. WILMINGTON 99, DEL. 
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Here's a man using his 
head about his feet! 


Like so many millions of able-to-buy men, he 
does his shopping for shoes right in the pages of 
The Saturday Evening Post. He knows that 
the names that stand out in the shoe industry — 
the names that mean leadership—almost with- 
out exception are the names he finds in his 





favorite magazine. 

This remarkable response to Post advertising 
is not surprising. It’s a response that can be 
visibly measured in surveys and sales. Manu- 
facturers who advertise in the Post know it. 
So do retailers who feature and 


display Post-advertised products. yy 

The Post gets to the >. 
heart of America. é oh ae 
=, at 5 en 
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Looks 
like 
we've 
come up 
with 
something 
really 





taylor 


made 


STIVALI 






Superb coach hide leather, 
hand-finished in antique burnt 
qwory that grows richer and 

mellower with age. 


nationally advertised in 
THE NEW YORKER and ESQUIRE 


Made in limited editions, these new burnt ivory fashions are confined to a few fine stores in each locality. Top Style, 
#800; Bottom Style #242. Other Stivale styles, #801, the slip-on with plantation crepe sole and #241, a two-eyelet tie with 
plantation crepe sole. Write, wire or phone collect today for complete information. E. E. Taylor Corp., Freeport, Maine. 
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NOW 


Keep 
White 
Stitches 
CLEAN 








United's stitch protecting material preserves the original whiteness of 
your outsole thread. 


When the ticket calls for white outsole stitches make 

sure they are truly white. Your salesmen and the 

retailers will find your shoes easier to sell. 

The W/E Stitch Protector Applying Machine, Model A, 

applies a new protecting material to keep white stitches 

from becoming soiled during finishing, treeing and packing. 

This operation is less expensive than taping and eliminates 

© Eliminate Bleaching cleaning in the packing room. Also it does a better job. 
and Penciling The protective material dries as an elastic substance which 

is easily and quickly peeled off when the shoe is finished. 

A precoat material assures easy removal of the protector and 

adds a distinctive luster to the welt surface. It may be 

applied by a device added to the stitch separating 

machine or with the (/E Precoat Applying Machine, 

Model A. If the stitch separating machine is used the 

precoat material tempers the welt and may eliminate the 

need for a separate welt wetting operation. 


Lrarts jf 
UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


® Provide New 
Luster to Welting 










® Cut Finishing 
Room Costs 





> te an anaes Toes ET 





Are you obtaining the cleanest, 
whitest stitches possible? Ask 
your United man for further 
information about this 

method of stitch protection. 
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Mere’s 







BECKTOE 
has everything! 


An Outstanding soft box toe 
every smart step of the way. 








— 


SUBSIDIARIES AND AGENTS: 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin, (Milwaukee) 
Beckwith Box Toe, Ltd., Sherbrooke, P. Q., Canada 
Victory Plastics Co., Hudson, Mass. 

Safety Box Toe Company, Boston, Mass. 

AGENTS: Wright-Guhman Co., St. Lovis, Missouri 

Dellinger Sales Co., Reading, Pennsylvania 
The Geo. A. Spri jer Co., Cincinnati, Ohio 
y Factory Supplies, Inc., Milwaukee, Wisconsin 
203 Arlington Street - Watertown, Massachusetts EXPORT: Ralph S. Wilder & Sons Co., Boston, Massachusetts 
Colin Bailey, Port Elizabeth, South Africa 





BECKWITH PRODUCTS ARE BACKED BY OVER 50 YEARS OF BOX TOE MANUFACTURING EXPERIENCE 


August 15, 1956 77 


| Ot SRE IPO LIE ARLE eg DHA ig A SS 





Shoe designs can be made more comfortable, more attractive, 
more practical, more appealing in many ways, with the price- 
less aid of featured TAYLOR products. Here are four shoes, 
each style vitalized by a TAYLOR specialty. 


TAYLOR SLEEVE GORE 


This stylized version of a saddle oxford is fitted at vamp with 
concealed SHUGOR. The lace is decorative. 


TAYLOR SHUGOR 


Rough-weave multi-colored rayon SHUGOR provides an inter- 


esting contrast to smooth leather. 


TAYLORED-TOP BINDING 


This modified flattie’s top-line is Taylored-Top binding for 
secure, comfortable, sweater-top fit. 


TAYLORED-TOP BINDING is made under 
U.S. Patent No. 2,266,588 
ond U.S. Patent No. 2,298,941 


TAYLOR ELASTIC CORD 


TAYLOR elastic cord produces an unusual shirred leather front 
with style, fit and comfort. 


THOMAS TAYLOR & SONS 
HUDSON, MASSACHUSETTS 
mS 


TAYLORED -TO-FIT ® 





Copr. 1956 
Thomas Taylor & Sons 


SPECIALISTS SINCE 1864 IN THE ART OF WEAVING HIGH-GRADE ELASTIC SHOE GORING 
VISIT the SHUGOR TAYLOR at the ALLIED SHOE PRODUCTS SHOW, Rooms 645 and 646, Hote! Belmont Plaza, Aug. 19-22, inc. 
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Additional Honor Roll Contributors 





The National Shoe Institute Has Announced This Additional List of 
Contributors to the Shoe Industry’s Promotion Campaign 


MANUFACTURERS 


Allure Shoe Corp., Miami, Florida 

Eby Shoe Corp., Ephrata, Pa. 

Manning Gibbs Shoe Company, Worcester, 
Mass. 

Mason Shoe Mfg. Co., Chippewa Falls, Wis. 

The Mond! Mfg. Co., Inc., Oshkosh, Wis. 

Palizzio, Inc. New York, New York 

Plymouth Shoe Co., Middleboro, Mass. 


RETAILERS 


John B. Allen Co., Inc., Red Bank, N. J. 

Ray Allen Shoes, Tulsa, Okla. 

Allen's Red Cross Shoes, Paterson, N. J. 

Altier & Sons Shoes, Inc., Rochester, N. Y. 

Aplers Shoe Store, Cleveland, Tenn. 

Arnold's Shoe Salon, Hopkinsville, Ky. 

Chester Arnt, Benton Harbor, Mich. 

Ashley Shoe Co., Elgin, Ill. 

Barr & Bloomfield Shoe Mfg. Co., Inc. Sea- 
brook, New Hampshire 

Becker Shoes, Detroit, Mich. 

Irving Beitel's Shoes, Antigo, Wis. 

Bennett & Tracy Shoe & Luggage Shop, Au- 
burn, N. Y. 

Bilt-Rite Shoes, Summit, N. J. 

Blake's Shoe Store, Monmouth, III. 

Blake Shoe Store, Indianola, lowa 

Block Shoe Store, Inc., Seattle, Wash. 

Boldricks Fine Shoes, San Diego, Cal. 

The Bootery, Jackson, Tenn. 

The Bootery, Overland, Mo. 

The Bootery, Abilene, Texas 

A. M. Braddock Shoe Store, Sacramento, 
Calif. 

Jas. F. Condon & Sons, Inc., Charleston, $. C. 

Crawford Shoe Co., Dayton, Ohio 

David's Shoes, Phoenix, Ariz. 

Joseph De Young, Inc., Washington, D. C. 

Diane Niagara, Inc., Lockport, N. Y. 

Dinsmore Shoe Store, Belfast, Maine 

Edison Brothers Stores, Inc., St. Louis, Mo. 

Jack Egler's Junior Boot Shop, Rockford, Ill. 

Don Ensminger Shoes, Massillon, Ohio 

Ewers Shoe Co., Marshalltown, lowa 

Family Booteries, Nashville, Tenn. 

Fayber Footwear, Inc., New Britain, Conn. 

Feinsteins, Mitchell, South Dakota 

Fellers Sample Shoes, New York, N. Y. 

Foot Cast Shoe Co., Detroit, Mich. 

L. Frank Shoe Dept., Mason City, Illinois 

Gallen Kamp's Super Shoes, Los Angeles, 
Calif. 

Georae's Bootery, Greenville, Pa. 

The Geuting Co., Philadelphia, Pa. 

The Gilbert Shoe Co., Thiensville, Wisconsin 

Greenbarq Shoes. Detroit, Mich. 

Gunn Good Shoes, Inc., Salem, Ohio 

C. R. Haldi Shoe Co., Salem, Ohio 

Phil A. Halle, Memphis, Tenn. 

N. B. Haves & Co., Adrian, Mich. 

Heckert Shoe Company, Appleton, Wis. 

Hefflinner Shoe Store, Omaha, Nebraska 

Hi-Lo Shoe Store, Denver, Colorado 

Jacobs Shoe Store, Needham, Nebraska 

Frank R. Jelleff, Inc., Washington, D. C. 

Jett's, Pratt, Kansas 

Johnson, Stephens, Shinkle Shoe Co., St. 
Louis, Mo. 

The Junior Bootery, Salem, Oregon 

Chas. Kemler Shoe Co., Boston, Mass. 

Ketola's, Virginia, Minn. 
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Kimmel & Son, Erie, Pa. 

Kirk's Inc., Casper, Wyoming 

Harvey Kopp, Inc., St. Louis, Mo. 

The Krohngold Shoe Co., Cleveland, Ohio 

Charles Kushins Company, Oakland, Calif. 

Marions, Danville, Va. 

Maxwell Shoe Store, Marysville, Kansas 

McCoy's Shoe Stores, Inc., Robinson, Ill. 

Mebane Shoe Co., Rocky Mount, N. C. 

Mechem's Shoe Store Nelsonville, Ohio 

Melville Shoe Corp., New York, N. Y. 

Midwest Footwear, Inc., Sullivan, Missouri 

Mierman's Bootery, Chicago, Ill. 

Milner Kemp Corp. & Lester's Shoe Co., 
Olean, N. Y. 

Minor's Shoes, Columbus, Dayton & Cinn. 

Murray and Dunn, Latrobe, Pa. 

Nebelung Shoe Store, Inc., Auburn, Ind. 

Neilson's Shoe Store, Independence, Kan. 

R & G_ Bootery, Fargo, North Dakota 

Richard's of Boston, Inc., Boston, Mass. 
(also Shefley Shoe Corp. of Boston) 

Rich's, Inc., Atlanta, Georgia 

Robert's Shoes, Escanaba, Michigan 

J. B. Roderer Shoes, Inc., Dayton and Middle- 
ton, Ohio 

Bob Sapp Men's Wear, Cullman, Ala. 

Savannah Shoe Store, Savannah, Tenn. 

Sears, Roebuck & Co., Chicago, Ill. 

Shirley's Shoe Shoppe, Altoona, Pa. 

Sibley's Shoes, Detroit, Mich. 

Sibulkin Shoe Co. Inc., Manchester, N. Hamp: 
shire 

Fred Siemon Shoes, Wenatchee, Wash. 

Silber's Shoe Salon, Lorain, Ohio 

J & J Slater—Hanan & Son, New York, N. Y. 

Sprunger Shoe Store, Berne, Indiana 

Stanley's Shoe Store, Athens, Ohio 

Steqall Shoe Co., Jackson, Tenn. 

Stetson Shop, Cleveland, Ohio 

Stiefel's, Orlando, Florida 

Taggart Shoes, Inc.. Portsmouth, Ohio 

Taylor's, Wooster, Ohio 

John R. Terrell Shoe Co., Pocatello, Idaho 

Tradehome Shoe Stores, Inc., St. Paul, Minn. 

Tull's Shoe Center, Inc., Crossett, Arkansas 

Tysseling's Shoe Store, Pella, lowa 

Village Bootery, Muncie, Indiana 

Volk Bros. Co., Dallas, Texas 

The Vollrath Co., Kansas City, Mo. 

Walker Bros. Shoe Dept., Wichita, Kansas 

Weiner Shoe Co., Eau Claire, Wis. 

Weiss Shoes, Elyria, Ohio 

Welch Shoe Co., Fort Dodge, lowa 

Welker & Maxwell Co., Oil City, Pa. 

Wenton Shoe Store, Jersey City, N. J. 

Whitman's Shoe Co., Princeton, West Va. 

G. H. Wirth, Inc., Cedarburg, Wis. 

Wolford's Inc., Casper, Wyoming 

Wulfekammer Shoes, Lexington, Mo. 





Washington 
Newsreel 
(CONTINUED FROM PAGE 382) 


The U. S. Census Bureau comes up 
with this calculation, which shows that 
TV can be an effective means of get- 
ting sales messages over to families 
living in areas with TV with fair to 
good TV reception. 





About 73 per cent of all households 
now have one or more sets, and about 
four per cent of all households have two 
or more sets. Of families owning two 
or more sets, seven per cent live in 
cities and less than one per cent live 
in rural areas. 

Here’s how sets are distributed in 
cities and rural areas: 

Percentage of families with one or 
more sets. 
Cities 3,000,000 or more—84 per cent. 
Cities 1,000,000 to 3,000,000—85 per 

cent, 
Cities 250,000 to 1,000,000—82 per cent. 
Cities under 250,000—76 per cent. 
Cities 10,000 or more—69 per cent. 
Places under 10,000—63 per cent. 
Rural non farm—68 per cent. 
Rural farm—58 per cent. 

+ * 7 


The influential House Ways and 
Means Committee has established a spe- 
cial subcommittee to study means of 
giving tax aid to small business firms. 

The subcommittee will probe the 
broad subject of how present tax laws 
operate, and their effect on business 
and the consuming public, with tax 
cuts implied as the logical outcome. 
Another subcommittee has been author- 
ized to study ¢hanges in excise tax 
rates, which may bring cuts in that 
field too. 

One plan widely discussed in Con- 
gress this year, and which will prob- 
ably be a favorite next year—at least 
as a starting point—would completely 
regraduate the corporate tax rates, 
lowering them on smaller incomes and 
raising the take from the large firms. 
Under this plan, all corporations earn- 
ing less than $375,000 a year would 
get a tax cut. 

The Small Business Administration 
has set up its own special group to 
study tax cuts for small business, so a 
red-hot race will probably develop to 
see who can produce the best plan. 
With this type of competition, and a 
budget surplus, tax cuts next year look 
like a good bet. 





McDonald Chain Makes 
Four Managership Changes 


Hastincs, Nes. — Recent manager 
changes in four stores of the J. M. 
McDonald chain of 100 stores were 
announced here by President J. M. Mc- 
Donald, Jr. 

Willard Jones, formerly assistant 
manager at the Hastings store, was 
promoted to manager of the Smith 
Center, Kan., store. He replaces Wayne 
D. Cook who has resigned. 

Paul Meyette, formerly manager of 
the Wichita Planeview store, was named 
manager at Ponca City, Okla. He re- 
places Larry LeFevre, resigned. Jack 
E. Piper, formerly assistant manager 
at Wichita Parklane, was named mana- 
ger at Wichita Planeview, filling the 
position vacated by Mr. Meyette. Ed 
R. Preitauer, formerly assistant mana- 
ger at Holdrege, Neb., was named 
manager at Hartington, Neb., succeed- 
ing D. Keith Green, resigned. 
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followed up with another 

textured hit for the volume 

trade in the fashion-wise 
split... 


“Brushie’ 


THE SPLIT WITH THE DEEP, DEEP NAP 








turned the Leather industry 
upside down by turning 
choice side leathers 
inside out to bring you 
sensational . . . 


SAC. 


THE TEXTURED LEATHER 












introduced a luxurious 
shadow-tone leather 
. . . equal to the best of 
the Continental textured 
leathers . . . at a fraction 
of their costin... 


MBE 


THE LEATHER WITH THE 


dso’? ) 


For leathers with a flair... 
Better Buy Brezner 


CONTINENTAL TOUCH 


AT THE SHOW: 
See complete line of Brezner Leathers 


Booth 58 


Ooze Linings 
Finished Linings 


@ Smooths and Elks in Kips, Extremes and Sides 
@ Finished Splits 
 eeenene @ Chrome Soles 
@ Suedes and Roughies . . . in blacks, whites 
and colors 
2 
@ 


The BREZNER DIVISION of ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 
“Fashion Right" Leathers from our Tannery, Penacook, New Hampshire 
ST. LOUIS, MO. CINCINNATI, OHIO NEW YORK AND PENN. MIAMI, FLORIDA ORIENTAL EXPORT 


H. B. Avery Co. John A. Spille Co. Homer Bear Jack G. Mendelsohn Liebman & Cumming 
MILWAUKEE, WIS. ROCHESTER, N. Y. LOS ANGELES, CALIF. San Francisco, Calif. 
Harold |. Stewort John E. Graham & Sons Russ White Co. 


Handbag Representatives New York, N. Y., Chilewich Sons & Co. 
Representatives in All the World's Leading Leather Markets 


As featured in the Brezner “Tomorrow's Shoes . . . Today!’ Series in BOOT AND SHOE RECORDER 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 











Chicago 


Tus is an in-between period in the shoe business. At the 
retail end most of the business has been done on sale mer- 
chandise with college and school types just gathering mo- 
mentum and only a smattering of movement in fall fashion 
shoes. With vacation schedules interrupting some produc- 
tion, factories are concentrating on deliveries of fall shoes. 
Deliveries began in mid-July, were stepped up for August 
15 target dates, and will continue at a steady pace through 
September 15. Most factories have been particularly 
pressed for August deliveries to accommodate promotion 
programs of numerous retailers. 

The market has been strengthened considerably over 
the situation some three months ago. Retailers recovered 
from their April slump and have experienced good sum- 
mer business, which has meant clean shelves and more 
open-to-buy inventories. Smaller retailers finally finished 
up their second buys and some of the larger outlets re- 
leased pending commitments. Although there hasn’t yet 
been enough activity to establish any definite style trends, 
there have been a few re-orders. These have been chiefly in 
the brown family which has been ordered in somewhat 
greater proportions than in past years. Calf shoes were 
ordered in volume earlier this year and are also figuring 
heavily in second runs. 

A number of factories are expanding their instock de- 
partments again. Although this may not be news, it is 
interesting to note how this trend continues. Certain 
casuals, flats, some mid-heel style shoes, and a few sandal 
patterns have moved into this category along with the 
standard walking types and plain pumps. Due to the fact 
that so many retailers were late in placing their fall orders. 
some of these departments will be expanded with some 
of what are expected to be the better selling styles this 
fall. They regard these as “in the bank” and hope there 
will “be a run on them.” However, several officials have 
pointed out this supply of style shoes is limited, and some 
retailers may be caught short if they depend too much 
on it. 


St. Louis 


SHOE factories of the St. Louis area are busy. Production 
continues steadily to meet delivery schedules. Although or- 
ders for fall footwear made a slow start as the result of 
high retail inventories, they have made up for lost time, 
manufacturers in general report. Clearances are every- 
where described as satisfactory at the retail level. Orders 
are reflecting the normal open to buy status of dealers, 
although it is currently conceded that dollar volume for 
most producers is running behind last year’s figures five 
per cent or slightly more. 

Pace of production is capacity in the overall picture. 
Overtime continues to be a here-and-there proposition. At 
least two manufacturers of women’s footwear report ca- 
pacity running for several months, plus a great deal of 
overtime. Word of some easing off from peak production 
comes from staple footwear producers. Firms producing 
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turing arkets 


below capacity are in the minority. With volume described 
everywhere as “tremendous,” prospects for the last half of 
the year continue to be good. 

International Shoe Company’s sales clinic in Los Angeles 
reflected the terrific pressure of competition among shoe 
stores. A company spokesman reports that 1956 attendance 
figures were considerably higher than those of 1955. Ap- 
proximately 400 turned out for the style show, 250 for the 
first day’s sessions, and 200 for the second day’s presenta- 
tions. 

Above-average enthusiasm was shown by those in at- 
tendance, who appeared from their copious note taking to 
be absorbing the whole series very seriously. Many more 
retailers this year than last brought their sales staffs with 
them, indicating a sincere desire to pick up every sales 
help International offered in order to help themselves bet- 
ter meet the current competitive selling period. 

Retailers at the clinic showed unusual and studious in- 
terest in selling techniques, primarily, but advertising and 
style selection workshops rated thorough attention. The 
company spokesman added that the Los Angeles clinic’s 
enthusiastic dealer reception was strong indication that 
retailers are feeling competition and beginning to be seri- 
ous about learning to meet and beat it. 


New York State 


New YORK shoe manufacturers are looking forward to the 
Leather Show at the Waldorf-Astoria and the Allied Prod- 
ucts Show at the Belmont Plaza Hotel next week. They will 
visit the exhibits to get a line on the new colors and tex- 
tures of leather and then will be in a better position to 
consolidate their plans for the next season. 

Most Rochester shoe manufacturers have been operating 
at a fairly good rate. As usual, factories have paused for 
one or two weeks’ vacation early in July. With the re- 
sumption of production, manufacturers are appraising the 
prospects for fall and find them moderately encouraging. 

However, neither women’s nor children’s shoe producers 
are counting on fall production reaching last year’s rate. 
In most cases, orders for this season have been running 
consistently behind last year’s figures. 

But sales departments have not given up hope that many 
tardy orders will still materialize. Tending to bolster 
optimism have been reports of good public response to 
summer clearances in many areas. Inexpensive casuals 
are moving briskly at cut prices. 

Demand for white shoes has been much greater than 
anticipated, both manufacturers and retailers in this area 
state. Rochester firms normally do not make a great num- 
ber of whites, so their experience this year is not especially 
significant, but a number of retailers tell of difficulty in 
getting late shipments of whites from factories in various 
parts of the country. It appears that several manufac- 
turers, worried by the lack of spring business, cut down 
on runs of white shoes for summer. 

The most constructive element in the current situation, 

[TUGN TO PAGE 89, PLEASE] 
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When shoes go back 
to school, they’ve 
got to be good! 


This is the time when “good enough” is not enough! Back to 
school and Fall put extra demands on the shoes that children 
wear and make Altschul quality even more important. The 
ability to withstand hard wear, hard play, scuffing and mis- 
treatment . . . the help that correctly built shoes on fine lasts 
can give . .. the proper fit for comfort—all are of extra im- 
portance now! Check Altschul today and discover how to 
make steady customers! 


Fon0; bY/,-8, DEE Spring 

ing Heel 
C610; 8'/,-12, B-EE Spring Heel 
610; 12'/,-3, B-EE Leather Hee! 
Alse Bal 


' Saddle 
L612; 4-10, AA-EE Leather Heel 


® Crafted on exclusive lasts noted for outstanding fit 
@ UNUSUAL WIDTHS TO EEEE AVAILABLE 


@ Styles shown only a few from an exceptional IN STOCK 


Leng Counter Thomas Hest selection for “AT ONCE” DELIVERY 


M727"R''; 12'/,-3, B-EE 


(Scuff Bumper Tip) 

C455; 8'/,-12, B-EEE Spring Heel 
iso in Bive 

F655; 6'/,-8, B-EEE Spring Heel 


C655, 81/12, B-EEE Spring Meal Write for your FREE 


copy of our IN STOCK 
catalog illustrating 
many more styles. 









Normal Construction 
Black Smooth Kip, High Lace 
Construction 


3 Eyelet 

(248; 10-12, B-EEE Spring Heel 
M248; 12'/;-3, B-EEE Leather Heel 
M249; 3'/,-4, B-EEE Leother Heel 


Normal Construction 

Ton Elk Oxford, Scuff Tip 

(450; 8'/,-12, A-EEEE Spring Heel 
M450; 12'/,-3, A-EEEE Leather H- 
M451; 3'/,-4, B-EEE Leather Her 


JULIUS ALTSCHUL, Inc. 


117 Grattan Street, Brooklyn 37, New York . HY 7-4500 


Creators and Manufacturers of “NATURE’S OWN” STRAIGHT LAST FOOTWEAR 
SERVING AMERICA’S RETAILERS FAITHFULLY FOR 58 YEARS 
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So youre 
| interested in textured leathers? 


(as well as quality glazed) 











THEN BE SURE TO SEE OUR NEW 
Meshweve « 


Goldiflake (™) 
Nurubee ow 


Brogandi 1 
Cara (™) 


and all the beautiful textures and finishes of 


Salome £-liclela mCi i.e] al: Mel -1elel same 5} 


a -Valal-)o- tee Orel e lated) mm On-T-tdal-) ae) ale h.7 
August 21 and 22, 1956 





John R. Evans & Company, Camden, New Jersey 
Est, 1857 


The Hoole hha Leste, 


A member of the Kid Leather Guild 
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“The response has been 
most gratifying...” 


says: George L. Sanderson 
Sales Manager 


Virginia Oak Tannery 
Sales Corporation 


of their campaign 
in the 


“National Voice of the Trade” 


Boot and Shoe 
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VIRGINIA Oak TANNERY 


How Do 
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Sates CORPORATION 


27 sPRuUcE STREET 
NEW York 38, N. y, 


Mr. E£. B. Terhune, Jr, April 26, 1956 
Publisher 

Boot and Shoe Recorder 

56th & Chestnut Street 

Philadelphia 39, Penna. 


Dear Mr, Terhune: 
A8 you May recall, the firgs *Mnouncement to the trade of Our new sole 


leather .. Votan SuperSole “* Was made in the Boot and Shoe Recorder 
last August 15th. 


Any new Product Must "win ite spurs" ©n its own Merits, SuperSole has. 
done this by living UP to every claim we have made for it. We feel Certain 
that many of the ©PPortunities we have had to prove our claims both in 
Manufacturers! Plants 4nd on the feet of the ultimate Consumers have re. 


The Superior Wearing quality of SuperSole, Combined with the healthfu) 
Characteristics Of genuine leather, has Convinced Manufacturers and 


We shall Continue to tell your readers what SuperSole an do for their 
Shoes and Sales in 1956, 


Cordially yours, 


Gage Vectors 


George |. Sdnderson 


A Chilton © Publication 
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THERE’S LASTING BEAUTY IN 
PIERCE-FORMED SHOE DISPLAYS | 





For the last word in men's modern 
display trees it's Pierce's low top 
wood models. Available in regu- 
lar and latest Continental styles. 





eee 





daira 5 vieatigs etesRTate  ameie 


Pierce's Hi-top men's wood dis- 
ploy tree enhances the beauty of 
this six-eyelet bal. The mid-low, 
medium cut display tree shown, 
further enhances the beauty of 
new semi-low shoe styles. 





a ee 


isplay your men’s shoes effectively without distortion, with Pierce's full 

length, precision-built wood shoe display trees. Designed by shoe tree 
specialists (in our own factory) they assure smooth in-step and ankle fit... . 
Highlight men’s shoe fashions at their best. 


ata 


Richly toned hardwood, superbly finished in a wide range of modern colors, 
to harmonize or contrast with every shoe style. Use them in windows, on the 


counter .. . in fact, for display everywhere! They'll serve you over and over i 
too, because they're quality-built to last for years... . A small investment 
yields BIG dividends in added sales. i 





Write today for samples and prices, better still 
send us sample shoes. We'll gladly submit free 
samples of the proper Pierce shoe display trees for 
your requirements, 











S. PIERCE COMPANY 
278 Montello St., Brockton 62, Mass. 
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B. F. Goodrich heels for low-cut shoes 
look befter—are easier to aftach 


Made with wood core construction 


OU add good looks and sales ap- 
peal co your low-cut shoes when 
ou use B, F, Goodrich ‘““Lo-Cut" rub- 
a heels, They are designed especially 
for use with stitched heel seats, Made 
with wood cores, they fit tighter; seat 
the heel firmly, permanently, without 
gaping or corner separation, 
iedusles and quality improve, too. 
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The wood core provides unlimited nail- 
ing patterns, Makes it easy to miss the 
heel seat nails, Sharply reduces the 
number of cripples. The wood core 
supports the heel, helps to hold its 
shape, 

More and more, manufacturers of 
fine shoes are specifying wood core 
rubber heels, They like the advantages. 
Why not use them on your shoes? 
Either with the famous B. F, Goodrich 


trademark or your own private brand. 
Write Shoe Products Sales, B. F. Goodrich 
Industrial Products Co., Akron, Obio. 


B.EGoodrich 


SHOE PRODUCTS 
























Bass W eejun® Zef'r. New, 
Lightweight Weejun with 
Popular Low-Cut Styling. 
in Block or Brown. 








“or Campus | 
BASS : 


OXFORDS 

WEEJUNS 

| WERJUN' TIES 
pte Sgt FF. iJ 

























= feel the new and colorful shoe 
leathers by General — they’re full weight, 
yet supple soft as only a glove leather 






No, 217. Bass 
Sportocasin® Oxford, 






fanner can give you... 


Softan Desertan 
Buffies Worktan 
Gussetan 


*TANNER’S COUNCIL LEATHER SHOW 
Grand Ballroom 

Welderf Astoria Hotel, New York City 
August 21-22 


Giewenas Spur ¢ onvonarion Foe | | 


UALITY 






A True Moccasin in Tan | 
Scotch Grain; Heavy | 
Double Leather Soles; | 





Leather Heels, 


FOR PROFITABLE FALL PROMOTIONS 
FEATURE 


| 

| 

| 
BASS roswea | 
Footwear 
*TRAILMASGTERS +QUAIL HUNTERS’ | 
| 


* SPORTOCASING* +SKi BOOTS 
*WEEJUNS’ +WELTS 


G. H. BASS & CO., Dept. BS8, Wilton, Maine 
658 Marbridge Bidg., N.Y. C. 1, N.Y. 





Worlds largest produ producer of g love eather aplits 
| 730 W. Virginia snast ¢ Milwaukee 4, Wisconsin 
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[ CONTINUED FROM PAGE 81] 
some manufacturers say, is the improving inventory posi- 
tion of the average retailer, Not all stores are reducing 
their stocks as fast as they would like to, but others report 
considerable progress. 

Makers of children’s footwear say indications are that 
back-to-school business will approximate last year's, per- 
haps even better it. 

Despite the recent hesitancy in the general rate of shoe 
production, scattered factories in upstate New York are 
trying to add workers in certain operations. In some in- 
stances, a lack of sufficient operators in a department 
makes it necessary for a firm to give work to another plant 
in a better position. 

Want ads are being used by several factories, to recruit 
new employes, with the emphasis on experience, The short- 
age applies to both union and non-union plants, A union 
official expressed the opinion that the ultimate solution 
will lie in increasing wages in the shoe industry enough 
to make these jobs attractive to young people entering the 
labor market. 


Los Angeles 


EXTREME caution on the part of buyers seems to have 
relaxed somewhat in the last few weeks, and store buyers 
are making their purchases with a little more boldness, re- 
port a number of manufacturers in the Los Angeles area. 
Lower inventories may be the reason; mid-summer clear- 
ances left many holes and they're filling them with fall 
models. Indeed, some retailers kicked off their summer 
sales as early as the first week in July. In some trade 
circles, it was a cause for criticism; deliberately cutting 
their own season shorter than necessary, it was said. This 
trend toward early clearances has been getting stronger in 
recent years, Objective observers admit that taking your 
beating early on the dogs in the line, without undue suf- 
fering, is good business; but they add that it can be over: 
done, 

The strong push on the fall models is already under 
way and manufacturers are getting worth-while orders on 
them, especially in the better lines, Full-page ads in the 
daily newspapers are plugging the bronze, taupe, and dark 
brown shades and it looks as if they will be as strong as 
expected, consumer-wise, 

In-stock houses continue to grow in importance, espe- 
clally in the early orders, Manufacturers who do both 
make-ups and in-stock work are just a littl uneasy; it's 
hard, they say, to tell what the shoe stores will want when 
only sampling orders are placed, Retailers grin at this. 
They say it's only the gamble they take all the time on 
public acceptance when they place large make-up orders, 
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Manufacturing Markets | 
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They feel they’re pushing part of the gamble back onto the 
manufacturer. He doesn’t like it particularly, of course, 

Price remains a very touchy subject. Admitted increases 
in both labor and materials have sliced the already-skimpy 
profit margin so thin they can read the red ink in the 
ledger through it. Retailers scream they can’t mark up 
any more; claim that the women’s end particularly is 
hased on persuading her to buy something she knows she 
doesn’t need anyway. Just a dollar or so more, they claim, 
will be enough to make her say the heck with it, buy one 
expensive pair of black patents or vinyls, and wear them 


f 










with everything. 

But while makers and buyers are arguing, the shoe dogs 
on the floor say they don’t notice any particular buyer re- 
sistance on the fitting stool. She's buying just about the 
same quality as ever and in about the same quantity, with 
perhaps a shade of increasing interest in the higher end 
of the line. The fact that it’s a little higher doesn’t queer 
the sale, they say, so long as the fashion is appealing and 
smart. 


New England 


ConbITIONS in New England, with its high percentage 
of factories devoted to the production of women’s novelty 
shoes, remain spotty as they have been for several weeks, 
Some factories, several of them in New Hampshire, have 
hooked enough business to give them comfortable back- 
logs on which to work, Others are admittedly working on 
a hand-to-mouth basis with much business yet to be booked, 
Since mid-July the demand has been for dark colors, with 
black suede, smooth blue leather and brown in reptilian 
effects being the leaders, 

Price resistance, more evident in this segment of the 
industry than in any of the others, does not seem to have 
decreased appreciably, One manufacturer put it this way: 
“I expect to make plenty of shoes but please don’t ask me 
whether I expect to make any money.” 

Men's shoe factories in the Brockton area reported dur 
ing the first week of August that the fall run was well 
under way, orders as plentiful as had been expected, and 
that they had encountered little or no price resistance, 

Children’s shoe business also has picked up, with re 
tail outlets asking for quick delivery in order to have shoes 
for their back-to-school openings, The bulk of orders 
called for conventional oxfords and strap patterns, 





SHOE ENOUGH 


By Bess Ritter 


“Lerr” and “right” shoes are a fairly modern innovation 
hecause up until as late as the second part of the past 
century a single wooden last in a given size served to shape 
both feet, Each size had only two widtha—slim and wide 
and the latter was produced by placing a padding over 
the last, Half sizes didn’t become a reality until the ‘80s 
and shoe retailers were entirely reaponsible, They set a 
standardization of sizes via the adoption of a carefully 
computed chart of fixed measurementa, 

Shoes have been a symbol of the exchange of authority, 
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according to the folklore of many peoples, Among the 
Asayriana, the Hebrews, and the Egyptians, a man usually 
gave hia sandal to indicate that a bargain had been made 
or to symbolize the tranafer of property, and there are 
actual paintings of Egyptian slaves in existence today show: 
ing them carrying their masters’ aandala in token of aub- 
mission, Among the ancient Israelites, it waa customary 
for the seller to pull off his sandal asa a sign that he'd 
surrendered all claim to the property in question, and the 
flinging down of a sandal upon a territory indicated that 
possession had been legally taken of it, This last is well 
illustrated in the 9th Psalm of the Bible by the phrase, 
“Upon the land of Edom do T cast my shoe,” 











“NON-IMPREGNATED 
WOOD TREES WILL 
ABSORB MOISTURE 





Only natural hardwoods kiln dried 


and werked to a carnauba smooth finish 


can properly absorb moisture. ONE 
of the great advantages of wood 
trees is their ability to keep shoes dry 
through their absorbtion qualities. 
A lacquer finish spoils this quality. 
Order from 


ROCHESTER SHOE TREE CO., INC. 
ROCHESTER 4, NEW YORK 
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America's 
Most Distinguished 
Shoe Store Furniture... 





#3210A 


Bring a final touch of distinction 

to that new store you're planning; 
brighten up your present layout with 
beautiful, colorful, practical 
Chairmasters furniture, You'll be 

amazed at how effective and inexpensive 
a Chairmasters installation can be! 
These are just a few of the many chairs 
in the complete Chairmasters line of 
shoe store furniture. 






COMPLETE CATALOG OW REQUEST 


# 3266A 





INC. 


200 EAST 146TH ST. NEW YORK 1, N.Y. 


THE "KIDDIE FITTER" 
Length——6 ff, 
Height—3 ft 
Depth—26 in. 


© Priced Right 


* Engineered and Buih 


for durability © Upholstered in Lustrous 


* Designed Expressly Plastic Colors to 











for Shoe Stores Specifications 
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WE thank YOU FOR OUR NEWEST FACTORY! 


Your steadily increasing 
orders and reorders for 
Wellco Foamtread" slippers 
not only made this factory 
possible —but necessary! 


“ MT RT Aig nN i ac Coat at ie ase St 








einai 


Our vastly increased 
production capacity will 
assure you of even better 

and faster deliveries. 





a lida react. ca ~ 


Consumer preference for our 
slippers—on a year-round basis — 
has resulted in so many more 
orders...especially reorders... 
we strongly urge you to size up 
now for your fall requirements. 





LIFE 


One pair—or a million pairs Wes ioe 
from now—you'll be glad you’re Be rrr 
selling the one and only... peer see 


WELLCO SHOE CORPORATION, WAYNESVILLE, NORTH CAROLINA 


IN CANADA, FOAMTRRAD BLIPPERS ARB MADR BXCLUBIVELY RY KAUFMAN RUBBER CO, KITCHENER, ONT 
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Maybe you’re 


missing 


something... 











Civic Mindedness Helps Sales 
by VIVIAN C. ANDERSON 


ALERTNESS in tying store promotions to civic celebra- 
tions and charitable projects spells out success and in- 
creased profits for an independent or neighborhood shoe 
store. Proof is found in the six Branovan shoe stores in 
Milwaukee and particularly in that of Branovan’s X-Ray 
Shoe Store, W. Vliet and N. 27th Sts., owned and operated 
by Joseph Branovan, Civic-minded, too, are the other 
Branovan brothers—Max, who has three stores; Morey 
and Harry, each of whom has one. 





People came to see an old shoe and historical display at 

Branovan's X-Ray Shoe Store, Milwaukee, and many lin- 

gered fo buy new shoes during a community centennial 

celebration. Left to right, George M. Deig, manager of 

the store and president of the advancement group spon- 

soring the event, Joseph Branovan, owner, and a customer, 
Miss Kay Lange. 


A long time ago, Vliet St. was just a trail through the 
woods with its principal traffic consisting of cows, horses, 
human beings and an occasional deer, In 1835 a surveyor, 
Garret Vliet, plotted streets and lots on what is now the 
lower west side and named one of those streets after him- 
self. Several months ago, the Vliet Street Advancement 
Association, of which Joe Branovan has served as a direc: 
tor, sponsored Vliet Street's centennial celebration and the 
shoe store, on one of the busiest intersections in the district, 
was a mecca for historical displays, many sightseers and 
eventually, new customers, Mr. Branovan and his man- 

[TURN TO PAGE 95, PLEASE | 





Editorial Outlook 


[CONTINUED FROM PAGE 15] 


promotion program, At this time it is difficult to estimate 
what ite success has been, and the size of the eventual 
promotional effort ite funds will permit. However, regard- 
leas of the size of the appropriation, its real significance 
lies in the fact that it will be the firet concerted promo- 
tional action in the industry. Its initial phase may well 
include some form of research program, the results of 
which could lead to a better understanding of the con 
sumer and his preferences in shoes. Such a program should 
take full cognizance of the confidence which the retailer 
enjoys with his consumer, and the important role that he 
could play through hie work at the fitting stool in gather 
ing basic marketing data. 














“Long Wear” Can Backfire 


[CONTINUED FROM PAGE 41] 


slacks are worn out before purchasing new ones. 
The makers and sellers of such products have 
appealed to his tastes, his eye, his emotions, his 
various activities and the corresponding need for 
a wider range of apparel items to fit into his life 
as real needs. The men have responded handsomely, 
as sales records show. 


Any shoe, like any article of apparel, should give 
“reasonable” wear for the price paid. But long 
wear has no right to occupy such a dominant posi- 
tion in shoe selling. The Dutch no longer wear 
long-lasting wooden shoes. They like the leather 
shoes much better because they look better, fit 
better, feel better. They’ve by-passed long wear in 
favor of the stronger attractions of fashion, fit 
and comfort. 

We can no longer stick with the selling psy- 
chology of the durable Dutch wooden shoe in the 
false assumption that “economical long wear” is a 
major point of consumer buy-appeal. It’s like the 
lady who went into the millinery store to buy a 
hat—but ended up in the morgue. The over-eager 
salesman, a young novice, concluded the sales pitch 
with, “And besides, madam, this hat will give you 
years of wear.” 

The lady died laughing. 





Boys Bucks 


Denven—At first glance, customers entering the shoe de- 
partment of The Boy's Store, outstanding new boys’ specialty 
store in the University Hills shopping center here, believe 
that partners F, BE, Leigh and BE. R. Jensen have “added a 
toy department.” 

A 10 foot section of wall cases, set in tongue and groove 
hardwood, occupies the center rear wall of the big store, with 
seven levels of shelving devoted to colorful toy and hobby 
items of every description, Out in front, a glass case displays 
better priced hobby kits for making toy airplanes, locomo:- 
tives, racers, ete, 

Actually, however, the “toy department” is merely an elab- 
orate display of premiuma which are available to shoe cus: 
tomers, according to Mr, Jensen, Every item is priced in 
“bucks,” such ae 30 “bucks” for a holster set, 50 “bucks” for 
a cowboy outfit, ete, 

The “bucks” with which the Boy's Store shoe customers buy 
these outstanding gift items are “Boys Bucks” featured in 
denominations of $1.00 to $10.00, by the Boy's Store, in 
amounts proportionate to the shoe purchases involved. By 
buying a large enough number of shoes, Denver youngsters 
ean earn enough “Boya Bucks” to buy really elaborate gifts, 
up to bieyoles, expensive aporta equipment, ete, 

Since their introduction, “Boye Bucks” have “snowballed” 
into one of the most succesaful aales toole ever to be used by 
a children’s store in the Denver area, Among the more sig: 
nificant facts, according to Leigh and Jensen, is the fact that 
the store seldom “losea a customer,” the records showing 
repeat sales year after year, 











Write for informative booklet. 


VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE STREET - NEW YORK, N, Y. 


















THIS LITTLE CHIEF 
IN THE SHOE 
MEANS BETTER VALUE 


There's no such thing as “don't have’ — when you take 
advantage of LA*CO*NIt*ANS dependable in-stock service 
Because just the numbers and sizes you need to clinch your 
sales will be shipped the same day your order comes inl 
Count on LA*CO*NItANS to back you up — even during the 
active back-to-school season, when LA*CO*NI*ANS will be 
moving off your shelves faster than ever! 

« over 250 popular tot-to-teen styles always in stock 
«send today for new Fall-Winter in-stock catalog 
LACONIAN SHOES CORP. — Laconia, New Hampshire — Phone Laconia 10 
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HAVE YOU BOOKED 
SPACE AT 


FASHION-0-RAMA 


THE FASHION INDUSTRIES EXPOSITION 


* 











GREATEST PUBLIC 
FASHION EXHIBITION 
OF ALL TIME 


FOR MEN, WOMEN AND 
CHILDREN 


* 


OCTOBER 27 THRU NOVEMBER 4, 1956 
AT NEW YORK’S FABULOUS NEW 


COLISEUM 
* 











Grover A. Whalen—Chairman of Advisory Board 
Eleanor Lambert-— fashion Director 


WRITE George Fass, President 
OR FASHIONORAMA MANAGEMENT CORP. 
WIRE 363 W. 57 St., N. V. 19, N.Y. 


Phone: JUdson 6-6820 
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ager, George M. Deig, who is now serving as president of 
the advancement association, worked hard to get together 
the merchants’ exhibits, working with the Milwaukee 
County Historical Society and manufacturers, including the 
International Shoe Co, Old shoe displays were used in 
the Branovan store. Popular footwear for women and chil- 
dren through the years was shown in the windows. At- 
tracting attention was a cowboy boot of 1875, a five-eyelet 
lace infants’ shoe (1895) in two-tone gunmetal upper and 
patent bottom, a hand made satin house slipper of 1895, 
an 18-eyelet brown suede shoe with two-tone laces and in- 
laid cutout work of 1895, a one-strap silver brocaded eve- 
ning slipper of 1910, 20 button patent and kid shoes, a 
1905 white canvas pump with silver buckle and Baby Louis 
heel, gunmetal leather low oxford of 1910 and a black 
suede pump of 1928 made on narrow, straight lasts and 
many other novelties. Customers entered into the excite- 
ment and brought old shoes out of attics, There were Vliet 
Street “firsts” on exhibit within the store, too—the first 
water pipe, a hitching post, ete. 

Nine years ago, Mr. Branovan gained city wide publicity 
and praise (and many new customers) when he worked 
for the Save the Children Society and collected shoes for 
European relief, allowing $2 on men’s and women’s shoe 
purchases and $1 on children’s. Thousands were collected 
and 60 cases of good, old shoes were shipped overseas, 

The family shoe store was a general store until 1932 
when Joe Branovan purchased it. Eight years ago he mod- 
ernized it, setting the cashier’s desk and display of socks, 
shoe polish, bags and hosiery in a circular arrangement in 
the center of the store, Fitting chairs and stools are ar- 
ranged around it with stock in the rear. Four regular 
salespeople are employed to sell the four nationally-known 
lines of men’s shoes, eight lines of women’s shoes and five 
of children’s. 

Mr. Branovan attributes the success of his store to fol: 
lowup mailings and direct mail advertising, 

“But don’t underplay the importance of personal ser- 
vice,” said Mr. Branovan. “You can have a family store 
in a metropolitan center but you build up a clientele also 
that you know personally. A good shoe retailer has to do 
more than fit a shoe. He has to get close to the customer 
and be willing to give service, Know your customer by 
name, if possible, Customers buy according to mood; 
sometimes they don’t feel like buying shoes, Talk with 
them or let them talk to you, be sympathetic and don’t push 
a sale. They'll come back in a day or #0 and buy a couple 
pairs of shoes. During the centennial, several persons 
dropped in to talk about the days they remembered when 
our corner where the store now stands was part of the 
old Wisconsin State fairground. Be friendly and Haten. 
Tf they don’t buy anything themselves, they'll remember 
your friendliness and send othera to you who will buy 
shoes,” 


A sentimental custom among young Hebrew women in 
early times consisted of having the name or the likeness of 
their sweethearts engraved upon metal plates, These were 
placed under the heela of their shoes so that every time 
each young lady made a atep she imprinted the name of 
the hov or hia picture upon the ground. When they be- 
came engaged, she was presented with a shoe as well as 
with a ring, The former implied mutual possession of all 
their worldly gooda, 
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"LONGER WEAR 
SLIP RESISTANT 
NON-MARKING 


SUPER RESISTANT TO: 


Oil @ ACIDS © CAUSTICS © METAL CHIPS © EXTREME HEAT AND COLD 


Tests in all major industries under truly ex- 
treme floor conditions demonstrated that 
Neo-Supreme Soles are far superior in wear- 
ing qualities to any other sole yet developed, 
Neo-Supreme proved super resistant to dam- 
age by acids, caustics, oil, grease, metal 
chips and heat, . . stayed flexible at below 
zero temperatures, Assure workers of maxi- 
mum safety, wear and comfort under extreme 
conditions—Sell ‘em workshoes with Neo- 
Supreme Soles, 


14 iron<6 through 14 and 16 


SIZES ‘ 
Matching heels—6/8 13 washer, sizes 26 to 38 


COLORS: Brown and Black 





GRO-CORD RUBBER CO. 


LIMA, OHIO 
Conedion Plant 


GRO-CORD RUBBER CO. of CANADA LTO, 
Tithenburg, Ontorie 
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in GOOD COMPANY when you 
choose the leathers most high-grade 
shoe manufacturers insist on 


because the standards maintained 


by GEBHARDT tanners are 





Tanners of: Suede Splits, 

Lining Splits, Sole Splits, 
Soft Tanned Cowhide, 
Gusset Leathers. 


A. lL. 


Leather 
Leads the Way 


[CONTINUED PROM PAGE 47] 


rivaled variety. That in turn offers to 
manufacturers and retailers a con- 


stantly effective springboard for con- 


sumer promotion. 

Perhaps nowhere has the genuine 
possibility uncovered by leather devel- 
opment been more apparent than in the 
resurgence of men’s shoe production. 
At long last men’s shoes have broken 
out of the rigidity resulting from tradi- 
tional style and pattern. Shoes have 
joined other items of apparel in meet- 


% 








never sacrificed for price. 


GEBHARDT COMPANY 


416 NORTH WATER STREET, MILWAUKEE 1, WISCONSIN 
SONA SS a TT | cL aT TP LE a, 


Yes, you too, will be 





Also: Glove Leathers — 
Splits, Bellies, Shanks, 
Horsehides, Cow Hides 
and Deerskins. 





ing the needs of the times and the wants 
of the modern male. In men’s shoes it 
is literally true that only a beginning 
has been made, New leathers and new 
patterns can easily become the basis 
for a tremendous growth in the volume 
and profit of men's shoe production and 
distribution. 

Background leather facts which will 
make themselves felt at the Leather 
Show are consistently favorable, Supply 
conditions in the United States and in 
world markets have contributed to a 
raw material basis which carries the 
minimum overtones of conventional 
risk, Leather is reasonable by every 
economic criterion. In fact, few if any 


other important commodities offer the 
great relative value made possible by 
the present cost structure of leather. 
Entirely apart from the value which 
can thereby be offered to consumers the 
Shoe industry can take comfort in being 
far removed from the conventional mar- 
ket risks and apprehension which once 
played such a large role in trade 
thinking. 

A decade ago business gave a great 
deal of thought and attention to the 
shape and the character of long range 
postwar consumer markets. It was gen- 
erally supposed that vast changes 
would take place and the period of 
transition into the future would open 
profound possibilities. The realities of 
the changes that have occurred actually 
surpass the forecasts. The markets of 
tomorrow are here; they are a chal- 
lenge to the imagination and the energy 
of the leather and shoe industries. The 
forthcoming Leather Show may well be 
the signal for a renewed forward surge 
based simply and plainly on recognition 
of consumer demand and its profit po- 
tential. Leather can lead the way in 
shoes and accessories to the merchan- 
dising vitality which spells progress. 


Advance Spring Trends 
At Allied Show 
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Thomas Taylor & Sons 645-646 
Thermo-Plastic Products, Inc. 727.728 
Albert Trostel & Sons Co.—AIRBORNE 


DIV. 621 
Uni-Maork, Ine, 526 
U BS Chemical Corp. 739 
Unisole, Incorporated 628 


United Last Company Div. of 


United Shoe Machinery Corp. . 1544-1546 
United Shoe Ornament Co. 327 
United Stay Co., Inc. 436 
Universal Stay Co., Inc. 650.651 
Alfred Vamos, Inc. 533-534 
Vanetta Mills, Inc. 625 
Venus Art Embroidery Co., Inc. 323 
Vulplex, Inc. .. 301 
Wavershoe Trimming Co., Inc. 1552-1557 
Louis Weinberg Associates, Inc, 505 
E. E. Weller Co. 427 
Williamsburg Stay Co., Ine. 405 
Wilner Wood Products Co. Moderne 
Windram Mfa. Co. 404 
Sam Yellin Shoe Styles 1521 


Detroit H and H Shoe Store 
Expands Its Operation 


Dernoit—The H and H Shoe Store, 
9300 Gratiot Avenue, has expanded 
operations, taking over a former haber 
dashery located next door, approxi- 
mately doubling the size of the store 
and retitling it the H and H Shoe Store 
and Men’s and Boys’ Wear. The owner 
is Harry Budyk, who took over the 
business about a year ago from Walter 
Sprenger, who had operated it for 
about 40 years. Mr, Budyk also oper- 
ates another H & H atore at 1409 Gra- 
tiot Avenue, 
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Leather 
Color Guide 
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WHITE AND BLACK 


WHITE—A return in the popularity 
of white leathers was evident this year 
and will become even more, pronounced 
in the spring and summer of 19657. 
Texture in whites is likely to be a 
fashion touchstone in footwear, in 
both all-over shoes and in combinations 
with other leather colors. 

BLACK—Black in smooth, suede, 
the matte and textured leathers will 
retain style importance, especially for 
late summer and early fall. 


MEN’S FOOTWEAR 
FASHIONS 
FASHION FOREWORD 


Turn Fashion back to elegance and 
tradition, go around the world for de- 
sign and color, go forward into science- 
fiction for fabrics and leathers as 
weightless as outer space and as wear 
and weather resistant as a crystal bal! 

. and every item increasingly “self- 
service.” Men’s wearing apparel is no 
longer a functional necessity; it is, as 
it has often been in the past, a plea- 
sure, an art, an adventure, and the 
glorification of the male sex. 

Here in our rich and powerful nation 
the magnet of menswear fashions is 
drawing the best of everything from 
every country in the world, and never 
before since the dawn of history will 
men have had so great a variety of 
choice for every purpose and event as 
in the spring and summer of 1957, 

Probably the most important Fashion 
influence flows from the Northern Eu- 
ropean Countries, where for ages past, 
colors and designs and patterns have 
been polished and perfected for both 
functional and ornamental uses, in a 
man’s world, Alpine walking and climb- 
ing clothes and accessories influence 
our suburban wear, and the colorful 
and beautifully designed costumes worn 
at the Olympic Games inspire men’s 
wear designers and cutters, The blue 
costumes worn by the Swiss at Cortina 
give an added impetus to the blues, 
which will be the most important color 
group for spring and summer, 

The cut and details. . 
parel will show small but noticeable 
changes. In suits, the streamlined, 
narrow look will continue, A new de- 
tail will be rounded lapels and cuffless 
trousers, narrow and swinging clear of 
the instep, 

Shirts for dress wear will show new 
collar developments, and the rounded 
front collar will look new. Sports and 
leisure shirts will be cut with even 
more ease of movement, 

Slacks will be new looking with nar- 
row lines and back self belts, buekled in 
metal, 


. of men’s ap 
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Sports jackets will be slimmer and 
longer. 

Odd jackets and coats will be many 
things to many men and will specially 
reflect the around-the-world influences. 
There will be the Rangoon coat with 
the traditional neckband instead of a 
collar... the Hopi coat from Japan 
with the wide kimono cut... the mess 
jacket for evening wear .. . the light 
weight, short, sports car coats will have 
several different cuts and much pocket 
interest. The rain jackets will have 
closed hoods, and the rain coats will be 
shorter, 

The fabrics 


will be feather 


weight, and summer suitings will have 
shirt-sleeve comfort. 

Silk will be a star in the summer 
fashions ... for suitings it will be dark 
and like a firm shantung. The colors 
will be black and dark grey, dark 
brown and navy. In jackets the silks 
will be rough and light in color .. . 
there will be a natural, a golden wheat 
color and mixtures of black and white, 
brown and white, tan and white, and 
blue and brown. 

Silk will be combined and blended 
with cotton and. the synthetics for 
shirts—with wool and the synthetics 

[TURN TO PAGE 102, PLEASE] 
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ROOMS 612-614 
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AMERICA’S LUXURY VINYL- 
COATED SATEEN SHOE FABRIC 


by COONEY-WEISS 


EVERY MANUFACTURER CAN 
IAND SHOULD USE EXCELLITE 


FOR QUALITY - SERVICE+ DEPENDABILITY 


BEAUTIFUL leather-like grain finishes 
in all colors make EXCELLITE far su- 
perior to any other simulated leather 
product on the market. Ideal for wrap- 
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Two Post-War Shoe Styles 
on the Up-Grade 


Two post-war shoe styles that are enjoying growing sales 
in the American men’s shoe market—the Chupplee and the 
Desert Boot—had previous records of high performance 
with the British armies in India and Africa. 





Clarks of England's adaptations of two British Army shoes, 
Left to right: desert boot, chupplee, modified desert boot. 


4 


The Chupplee is a sandal known to date back over 300 
years in India and possibly more. When the British ar- 
rived in that vast sub-continent, the hob-nailed British 
army shoe was at once too cumbersome and too warm in 
the hot and arid climate. The garrison immediately per: 
ceived the value of the much cooler Chupplee, rugged 
enough to be used in the roughest mountain terrain and 
yet affording considerable freedom for the foot. 
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Later the Bengal Lancers adopted it and in time the 
Chupplee became standard issue. It continued to live up 
to its famous reputation during World War II through the 
African deserte, Abyssinian mountains and the Burmese 
jungles. 

It is no surprise that this war horse has turned up as a 
leisure and sports style, for it is as handsome as it is com 
fortable. As featured by Clarks of England, the Chupplee 
is made of two broad bands of leather which croas each 
other over the instep, leaving an opening at the tip. The 
bands diminish in width as they continue back, through 
two leather loops, around the ankle where they are joined 
at the side by a buckle. An additional tongue piece pads 
the instep. 

Another shoe whose history is closely connected with the 
British army, principally in the African campaign, is the 
Desert Boot. The prototype was the “Boer Bootee,” a 
primitive shoe of amazing toughness worn by the early 
Dutch settlers in South Africa, It was during the African 
desert campaign againet Rommel'sa forces that the Desert 
Boot appeared, It was an instant success with the British 
Eighth Army, 

It is quite simple in construction and very tough. Clarks’ 
model is made of two pieces of reverse leather, one for the 
vamp and tongue, the other for the ankle-high quarters 
and back, These are attached to the sole by the stitoh down 
process to lend greater flexibility to the shoe. 

Clarks also markets a light weight oxford version of the 
Desert Boot known as the Desert Khan, This is made with 
the conventional low cut quarter and back but otherwise 
resembles the Desert Boot. 

These two shoe styles may have a strong influence on 


future men's shoes, 
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The Formula Is Fit 


“LET'S see you walk up the store, Eddie.” 

Eddie, aged six, had come in by himself to buy a pair 
of shoes. His mother had called up to say he would be 
there but she hadn’t felt it necessary to come with him. 
She had confidence in Dan Desman, 





Mr. Desman checks a young customer's fit. This is the only 
store in the area with a fitting platform. 


Eddie didn't walk the first time, he galloped. The sec: 
ond time, however, he did better. Desman was able to 
watch his feet as he went toward the back of the store. 
Then he took him over to the fitting platform to check 
the fitting by a closer examination, 

Actually Eddie enjoyed the whole thing. He knew Dan 
Desman and apparently liked him, He had come into the 


siRES >, tte cee sgh: ae LS ae 


store confidently by himself and was perfectly at home. 
He rode the hobby horse, saw his feet in the x-ray machine 
and commented on the shoes Desman was trying on him. 
While he was there three other children whom he knew 
came in, said hello to Dan and Eddie and went out again. 
They were apparently as much at home in the store as 
Eddie was, 

“We've built our children’s business with careful fitting,” 
Desman said, “The parents have confidence in us and we 
know how to get along with the children.” 

This is a new store in a new shopping center in north 
east Philadelphia. It is a branch of Eagle Shoes, a down- 
town Philadelphia business started 35 years ago by Dan’s 
father, Harry Desman. The older store sells men’s, 
women’s and children’s shoes but has built a large chil- 
dren’s business over the years by careful fitting. The new 
store will concentrate on children’s shoes, with some 
women’s shoes and shoes for older boys. 

The Desmans decided on a branch store when some of 
their younger customers began moving out into the devel- 
opment—young people, self employed in many cases and 
with better than average incomes, There are two or three 
children to a family, 

The children’s shoes carried are Little Yankees, which 
the downtown store has handled for close to ten years, 
and Jumping Jacks for starting shoes. 

Ihe layout of the store is the result of years of shoe 
retailing experience. The walls are covered with sanitas 
in a dusty rose color and there is a large wallpaper mural 
of the gingerbread man on one wall, A sandalwood col- 
ored rug covers the floor over asphalt tile, Upholstered 
settees provide ample room for fitting, There are potted 
plants to add an artistic touch and to relieve the simplicity 
of the functionally layed out store, 





















fast 


Here are exciting casuals with get up and 
sell, Examine these new continental styles 
—artistically designed, expertly crafted 
—so light and flexible, Guanto's are 
made in Italy on American lasts to Amer- 
ican sizes. 
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The Eyes of Buyers 


are on REST - TIME 


Impulse! Instinct! Or careful investigation... 
Whatever causes the slipper shopper to buy... 
You can be sure the Rest-Time line will pass 
inspection with flying colors. *For snappy num- 
bers that put profits in the till, why not call in 
the Rest-Time salesman now and take a good 





















look at the styles bound to click this fall. 


Go Where You’re Sure of Satisfaction 


Ds Jime 


*or send for 
full color catalog 
“Headin’ Your Way” 


FOOTWEAR 





A Larger Gift Volume 
in Children’s Shoes 
by ERNIE BREWER 


Ernie Brewer Children’s Shoes 
Phoenix, Arizona 


THERE is a tremendous gilt potential open to any chil- 
dren's shoe retailer who will make it possible for a 
youngster’s relatives or friends to buy him a pair of shoes 
with the certainty that they will fit. 

The only practical way this can be done, of course, is 
to have on hand a complete record of sizes, color prefer: 
ences and brand preferences for every youngster in the 
store's sales area, so well detailed that if Uncle Charley 
wants to give his 11 year old niece a pair of pink satin 
hallet slippers for a surprise gift, he can come in, find the 
size and other details in the file, and buy them without 
any fear that they will have to be exchanged. 

We have borrowed this idea from the jewelry retailing 
field. For many years one of the bulwarks of the jewelry 
store's profite has been ite “pattern registration,” whereby 
prospective brides are encouraged to come in and select 
the patterns they would most like to own in orystal, china- 
ware, table silver, and linens, The jewelry store keeps a 
file on each prospective bride, fills in the complete infor- 
mation as each of the pieces which made up a setting is 
purchased and thus makes it possible for any friend to 
buy a wedding gift which has maximum usefulness to the 
bride. 

We use the same system in operating an exclusive chil- 
dren's shoe store specializing in high-style, top quality, 
better priced lines, While, of course, we have no hope 


DIVISION OF BLUM SHOE MFG. CO., DANSVILLE, N.Y. 


of registering all potential customers in this way, we have 
built up a file of 9000 cards which is a thorough cross 
section of all children in the northern suburbs of Phoenix 
who are likely to qualify for gifts, 

We operate on the theory that there are two factors 
essential in maintaining profitable turnover in children’s 
shoes—-size and style, Next, there is the matter of main- 
tuining a complete inventory followed closely by matching 
the inventory to the actual market, Our card file, which 
we have maintained continuously in this location for more 
than six years, is the answer to this last point, We keep 
the files complete down to the last item in stock so that 
even if the customer only wants to buy a pair of sneakers 
for the children of friends, the file will produce the neces 
sary information, 

All of our salespeople are taught that no sale ia com 
plete until a file card is filled out or an entry made, In 
this way we keep track of sizes, brand preference, and the 
other essential details, 

It would be foolish to say that the card file is always 
kept up to the minute with seasonal rushes, special pro- 
motions, etc., taking much of store personnel’s time, Occa- 
sionally we get 30 or 40 cards behind. To prevent any gaps 
in the accuracy of the files we simply spindle the informa. 
tion for later transfer to the card file and make certain 
that it is done whenever a spare hour or two permits, 

As an example of how well this plan has worked out, 
during one Christmas season we sold 80 pairs of expen- 
sive cowboy boots as Yule gifts, In most instances, the 
boots were bought by relatives or friends, who, of course, 
had no exact information on the sizes involved, Still our 
card file produced each reliable information that we had 
only two exchanges from the 80 sales, 
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Shoe Retailer and Repair 
Shop Cooperate 
DENVER 


a shoe repair shop and a shoe retailer is paying dividends 


An unusual cooperative arrangement between 


in the University Hills shopping center, here, where a 
doorway cut through the wall which separates Howard's 
Shoes and Phelps Shoe Service provides for easy trate 
between the two shops. 

Arrangements for the convenient doorway were made 
in advance of moving into the Mall, a center avenue be- 
tween two rows of specialty shops, by Howard Newhouser, 
and Mills Jernigan, partners in the shoe store, The speci- 
fications for the building lease call for a doorway four 
feet wide and seven feet high, through which customers 
in either the shoe shop or the shoe store can see the in- 
terior of the other. 


For the past six months there has been almost continuous 
traflic between the two stores, according to Mr. Newhouser, 
with mutual benefit to both. “We have found many more 
advantages than we expected,” Mr, Newhouser said. “First, 
looking at the arrangement from the shoe store standpoint, 
the shoe customer who comes in with a pair of badly run- 
over shoes can simply have the old pair repaired while 
buying a new pair. We are a family type of shoe store 
and many of our customers come in with children’s shoes 
in bad shape. The fact that the mother can have a pait 
of run down heels, a scuffed toe, torn counter, ete,, re- 
paired simultaneously with picking out a new pair counts 
a lot in her selection of the shoe store, we have found.” 

Next, the shoe shop acts as a “feeder” for retail shoe 
sales when the customer brings in a pair of shoes which 
are in too bad a condition to be worth repairing. This 


They All “GO” 


... $0 smart the styling . .. so comfortable the heel-hugging fit 


. . 80 wonderful the way they wear and wear! Leisure-loving 


“moderns” 









IN-STOCK 
for immediate delivery 
Mellow-rich leather, Styles 
for women: 

#652 Brown #662 Red 
#672 Black #692 White Bark 


... from Big-Chief and Squaw to the littlest 
“injun” .. , have so consistently preferred 
Indian-inspired Sebago casuals that today 
SEBAGO-MOC is America's 


fastest-growing line. 


SEBAGO-MOC COMPANY 
Westbrook, Maine 


New York Office: 534 Marbridge Building 
Made in Canada by Canada West Shoe Manufacturing Company, Winnipeg, Manitoba 


happens several times per week, according to Mr. New- 
houser. When the shoe shop indicates that it would, for 
example, cost $4.00 to repair badly worn oxtords tor a 
school youngster and the neighboring shoe store is show- 
ing similar shoes for only a $1.00 more, the result is almost 
certain to be purchase of new shoes. Through the co- 
operative arrangement, the shoe shop management doesn’t 
hesitate to recommend the purchase of new shoes, certain 
that an equal amount of business will be recommended by 
salesmen in the shoe store for repairs, 

Still another advantage which has made itself apparent 
lies in the field of merchandising corrective footwear. “Our 
corrective footwear volume has zoomed since we set up 
this arrangement,” Mr, Newhouser said. “Often, when a 
mother brings in a prescription for a pair of built up 
shoes in this classification, and we make our recommenda- 
tions, the first question is ‘Where can I go to have this 
work done?’ When we can point out the shoe shop next 
door and recommend its work enthusiastically, that prob- 
lem is solved. There have been numerous instances in 
which a customer checked first with the shoe shop helore 
going to any shoe retailer for corrective footwear, and, 
of course, we were recommended. Our corrective shoe sales 
have thus grown far out of proportion to what we expected. 

Although it is scarcely conceivable that any custome: 
shopping in either store could fail to notice the presence 
of the other through the broad doorway, Phelps Shoe 
Service and Howard's 


found it wise to 


interchange displays in the center of the store. 


shoe store has 
Conse- 
quently, whatever footwear is being specially featured by 
the retail store is shown in an attractive display in the 
shoe repair shop quarters, balanced on a platform opposite 
the comfortable lounge on which customers wait for re 
pair work to be done. 
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For Men, Women, Children 


CASH IN ON A PROVEN BEST-SELLER! 
Write for latest Sebago catalog ... TODAY! 
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Leather 
Color Guide 
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for some of the suitings. 

Dacron will be a principal blending 
synthetic and will be used in suite and 
slacks. 

Cotton will have more and more ex- 
cellent developments and the ones in- 
fluenced by the foreign cultures will be 
the most interesting. The Japanese 
cottons with the dramatic and colorful 
designs will make new and interesting 
sports shirts... Madras cotton from 
India will make interesting odd jackets 
and slacks; clan plaids will be in de- 
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564 West Monroe St 





NEW YORK 13 
241 Church St 
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100 Freeway Boulevard 





mand in shirts, jackets and slacks and 
beach wear. Italian stripes and re- 
strained necktie patterns will be good 
in leisure shirts. The stripes will be 
new looking in slacks and in beach wear 
ensembles. 

The accessories ... Hats have new 
shapes, really many new shapes from 
many sections of our own country. 
There is the flat top crown with a nar- 
row brim. There is the Texas wide 
brimmed Stetson with the upcurved 
side brim. There is the plantation hat, 
with the wide flat brim. There are 
farmers’ straws, stiff town skimmera, 
straw pith helmets and caps for many 
uses. The straws are natural and coco- 
nut and tan for informal uses and for 





town these same colors are supple- 
mented by the darks, navy and black 
and dark gray. 

Belts will be found in a wide variety 
of colors and many of them have novel 
buckles and are designed with great 
imagination, and a new interest in sum- 
mer wearability. 

Amid all this variety of color and 
design, the well-dressed man seems to 
prefer plain socks in navy, black, 
maroon and dark brown for town wear. 
For leisure and sports, the sky is the 
limit. 

Jewelry is of new importance and the 
many new items offered are a distinct 
swing back to the elegant Victorian 
periods when cuff links and tie pins 
were as important as the necktie. The 
natural semiprecious stones are the 
favorites . . . cat’s-eye and carnelian, 
Italian coral and pearls, amethyst and 
garnets. Sea shells and wood and even 
bits of wire are used in this new and 
imaginative development, and the 
metals are gold and silver and plati- 
num and aluminum. 

The colors ... will cross the fashion 
stage in two distinct plays. For town 
and the newly valuable serious appear- 
ance, the colors will be quiet and cool 
and understated. 

At long last has come the day and 
shoes are really different not 
all of them but enough to work like 
yeast in a loaf of bread. 

American manufacturers and de- 
signers have taken the ball from the 
European craftsmen and artists and 
are making shoes that are as up to 
date as a jet airplane. Soft leathers, 
pliable and buttery, thin and bouncy 
soles, streamlined designs ... a new 
narrow pattern... shoes that are 
as graceful as a bird in flight, are as 
comfortable as the old time slipper, 
and are like a strong, pliable extra 
skin for the foot. Every man who has 
captured a pair is walking on wings 
and he will want more of the same, 
in every category. 

Clothes do not make the man but 
they can certainly reflect his awareness 
of his proper personal appearance, his 
interest in current fashion and events, 
his knowledge of etiquette ... for his 
clothes are the outward and visible 
sign of his taste, intelligence and ed- 
ucation. In this competitive world it 
is essential for him to put his best 
foot forward and he is increasingly 
interested in coordinating his foot- 
wear with his apparel... not just in 
color but in design and pattern, and 
in the weight and surface and finish 
of the leathers. 


MEN’S LEATHER COLORS 


CANYON SAND ia a string color— 
the off white neutral that is volume for 
casuals and sportswear, It is cool and 
summery looking and is really an all 
year around favorite for college cam- 
pus and leisure wear, 
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WHEAT is a year round favorite as 
shaggy and soft and pliable as a glove. 
Its color is a powdery khaki that just 
fits leisure and play times. 


BEECH is a light natural wood tone. 
A color for leisure and casual wear, in 
a plump soft leather that moves and 
breathes with active feet. 

These three natural light colored 
leathers will increase for spring and 
summer casuals and various types of 
shoes including sandals. 


MAPLE has the glow of old New 
England’s favorite wood—the special 
color that time and bee’s-wax and elbow 
grease combine to make a _ collector’s 
dream. This historic color holds its in- 
tegrity in varied types of leather, and 
is special and timely in a random rip- 
pling grain. 


LONDON TAN is slightly deeper 
than Maple with the classic leather tone 
that is the trademark of fine boot- 
maker products. It says good taste and 
speaks the new fashion trend to the 
golden leather tone. 


MOROCCO BROWN has a plump 
and undulating grain that adds sur- 
face richness to this masculine boot- 
maker color which is slightly deeper 
than London Tan. This is an excellent 
choice for casual footwear, for summer 
loafers and sandals. 


IVYWOOD is a bronze tone in a 
middle value and this color is planned 
for coordination with the Loden greens 
and the new bronze browns and Khaki 
tones in men’s wear fabrics. It has a 
random texture. 

MAHOGANY is the darkest brown in 
the new leather colors, It is a cool 
neutral brown that is softly textured 
and is a color that will be right for 
town or country wear and will look well 
with the majority of the fabrics. 

SUNTAN is a warm light tan—a 
color for boots and saddles, for ranch 
holidays, for vacations by land or sea-— 
a sunny summer tan for lightweight 
cool footwear, 

BRITISH TAN is a favorite year 
round color, light enough for casuals 
and dark enough for town wear. It is a 
classic and a little deeper than Suntan 
and is good in many types of leather. 

CORONA BROWN is a basic volume 
color—in as steady demand as a good 
cigar. All men like it and feel assured 
of good taste when wearing it. It is at 
its best in lustrous calfskin, 

HAWTHORN is very close in color 
to Corona, and has the added interest 
of a lightly roving soft grain. Its tex- 
ture gives it a smartly young look, It 
is good for town or country. 

TEAK is a smooth leather that is a 
close version of the textured Hawthorn, 
It is an excellent color for general wear 
with all the beige and brown fabrics, 

AMBER sings with the lively glow 
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of the precious red amber that gives it 
its name. It looks well with gray and 
navy fabrics and while it is a warm 
tone, it is light enough for a vacation 
promotion, for loafers and sandals and 
ventilated warm weather shoes. 

MALACCA is the ruddy, small- 
grained texture that looks quite appro- 
priate for town shoes as well as sub- 
urban and leisure wear. It is a beauti- 
ful deep tone and specially interesting 
for footwear in the new glove-like pat- 
terns. 

VINTAGE js tremendous basic vol- 
ume—this rouge-brown tone just seems 
to be a color that never fails to appeal 


This one line alone com- 
pletely changed men’s 
shoe styling .. . made 
unprecedented success 
for every high-grade shop 
which featured them. 





NOW 
these greatly 
wanted imports 
are immediately 
available from 


STOCK in N.Y. C 


Their shoemaking is 
unsurpassed, They 


retail at over $26.00 


Orders invited from stores 
in cities where Bally 
men's shoes-are not 

¥ 


already being sold 


Write today for 
prices and catalog showing 
complete IN-STOCK line 
immediately available. 


BALLY, 
































World-famous Continental in 
black and brown Llama Calf, 
unlined, Supple, lightweight, 
Wing construction. 





Bootmaker seam oxford, 
flexible Wing construction, 
Full leather-lined with 
softest Colt. Brown: 
all-over Llama Calf, 
Black: Brianza 
shrunken Calf with 
smooth calf vamp. 





to men. It is a middle tone, neither 
light nor dark and wearers try to dress 
and polish it in just the same tone. It 
goes into all kinds of footwear. 
JUNIPER is very slightly deeper 
than Vintage and is equally popular in 
fine calfskin where it has the added 
luster of the softly glowing surface. 
AMERICAN BURGUNDY is a 
classic and basic favorite. It is a dark 
and rich wine-brown, beautiful in dress 
shoes or loafers. An elegant color to 
wear with grays and the many new blue 
fabrics. It is a color for fine calfskin 
and a leather color to dress and shine 
[TURN TO PAGE 104, PLEASE] 
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LUCERNE IV 


BERNE 


Suave, gored slip-on. 
Unlined, softest grain 
Liama Calf, Bally's light, 


Black and Brown, 








LOCARNO 


INC. 


444 Madison Avenue 
New York 22, N. Y. 
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flexible Wing construction. 
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leather color. 


... works nicely 


exclusive BOND 


BIG 


is being used every day by the na- 
tion’s leading shoemakers for Men's, 


Women’s and Children’s shoes at TERRIFIC SAV- 
INGS over leather. 


color range. Over 45 different shades 
and hues to match every popular 


is uniform in weight ... is easier to 
apply than leather . . . folds readily 
... Will not wrinkle. It’s B P B's 


(now even stronger) that gives you 


this trouble-free dependable performance. BPB is a 


superior product . 


been successfully 
of pairs. 
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and buff to an increasing beauty. 

CORDEAU i the cattlehide leather 
version of American Burgundy and has 
a steady demand, 

BLACK ia in increasing volume espe- 
cially in the featherweight soft tanned 
leathers. 

WHITE will again be important in 
two-tone shoes in combination with 
browns, tans, and black, 


CHILDREN’S FASHIONS 
Clothes for the very young will be 
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.. pliable, stretches farther and has 
used for over five years on millions 


. ORDER BPB TODAY! 





increasingly classic, drawing inspira- 
tion from such old favorites as the 
Austrian fabrics and patterns, from 
the Scotch Highlands and the German 
native costumes, These are sturdy 
fashions, tuned to country living, and 
the footwear design will be important 
if it is to look right, There is inspira- 
tion in these groups for some new look- 
ing children’s shoes. 


In contrast to these sturdier fashions 
there will be delightful romantic dresses 
in erisp organdies, lots of stiff petti- 
coats, and ribbons will be the important 
trim. Here the dainty slipper and san- 
dal will be charming in the summer 
pastels, 





ADDITIONAL COLORS FOR 
CHILDREN 


SMOKE is a natural, neutral beige 
tan in a light value and is a classic 
children’s color. It is for casual wear 
and is a color that requires little or no 
care and upkeep... it just wears along 
and turns a softer tone. 

FRONTIER TAN is the medium tan 
that is young and bright and has 
enough color to coordinate well with 
the increasing European influences in 
young fashions, 

BROWN BERRY is a warm brown 
and is a color widely used in general 
duty footwear for young children. It is 
a color that polishes easily and its scuffs 
and scratches can be quickly repaired. 

CHERRY RED is a color that is in- 
creasing and it is especially important 
now when there are so many children’s 
costumes that need a red shoe, a belt 
and a handbag. 


Toledo’s Oldest 
Children’s Shoe Stores 
[CONTINUED FROM PAGE 55] 

The Powers carry a complete line of 
Little Yankees for infants, boys and 
girls. They also carry Gerbrich and 
Winthrop Juniors for boys. “Each 
store at present,” said Mr. Powers, 
“carries an inventory of approximately 
$20,000.” Stock in both stores is set 
up identically. “In this way,” Mrs. 
Powers explained, “we can easily inter- 
change help without confusion.” Both 
stores use a concealed stock arrange- 
ment one of the features the 
Powers instituted when the stores were 
remodeled, 

The Powers’ newest shop on Sylvan 
Avenue has just been remodeled. It is 
decorated with pale green weldtex 
walls and contrasting dark green 
duran upholstered seats and fitting 
stools. The store has approximately 
8000 square feet which is equally di- 
vided between stock and selling. The 
only shoes on the selling floor are dis- 
played on attractive pegboards about 
the walls, The shop has a seating ca- 
pacity for 30, 

Animal paintings on the walls are 
the delight of all Powers’ customers, 
One in particular is of special interest 
to the small customers .. . primarily 
because it was hung at their request. 
This is the portrait of Vice-President 
Muggsy. “Whenever we have a child 
who is uncooperative or timid,” Mrs, 
Powers says, “Muggsy sits on the fit- 
ting stool, begs and says please, and 
before long the child is laughing and 
happy to be fitted. He's an indispen- 
sable partner.” 

Mr. and Mra, Powers and Mugeray 
make their headquarters at their first 
atore on West Bancroft Street, This 
store is decorated in much the same 
acheme as their new outlet, Walls are 
light green, chairs a darker green 
duran, Shadow boxes and pegboards 
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serve as display fixtures. Display win- 
dows in both shops feature a complete 
but uncluttered style picture. Mr. and 
Mrs. Powers have learned through 
experience that in neighborhood shops 
windows must show the store’s entire 
style range rather than specific group- 
ings. 

In their window displays, as in their 
ads and their overall sales approach, 
price is never stressed. No price tags 
appear on their shoes in the windows, 
nor in the wall displays. Their ads 
generally mention price range, but it 
is usually set at the bottom in small 
type. The reason for this, according to 
Mrs, Powers, “is that parents buying 
children’s shoes are generally more in- 
terested in how the shoe will fit than 
in how much it will cost. Our custom- 
ers never ask about price until they've 
said they'll take the shoes.” That was 
one difficulty the Powers encountered 
when they took over their second store, 
Since the store originally carried 
shoes in a lower price range, the 
Powers have had to upgrade the stock. 
In doing so they have run into a few 
price-conscious customers but feel the 
quality of their shoes and service will 
soon eliminate this. 


The Powers run their two stores as 
separate units. Although both stores 
carry the same shoes, buying is done 
for each separately. The stores size up 
every Saturday night and reorders are 
made weekly. Each store has its own 
system of inventory control: The Ban- 
croft shop runs inventory once a 
month, while the Sylvania shop has a 
perpetual inventory system at present. 
In advertising, however, the Powers 
promote both stores as a unit. A single 
ad is run with the names of both stores 
printed at the bottom, 


With a combined total of well over 
30 years’ experience in the children’s 
shoe business, the Powers have heard 
many formulas for success, But they 
both agree that in a children’s shoe 
store, gaining the confidence of the 
customers through constant emphasis 
on proper fit, is the surest way to keep 
even the “oldest” store young and 
lively, 


May Sales Hit $182 Million 
In Monthly Shoe Store Survey 


WASHINGTON——Sales in shoe stores 
for the month of May, 1956, totaled 
$182,000,000 according to estimates in 
the Monthly Retail Trade Report is- 
sued by the United States Department 
of Commerce, This representa an in- 
crease of 16 per cent over sales in shoe 
stores totaling $157,000,000 for April 
of this year and an increase of three 
per cent over sales of $177,000,000 in 
shoe stores for May, 1955, 

The Commerce Department's esti- 
mates of monthly retail sales for shoe 
stores are based on organizations with 
11 or more stores, 
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Pacific Northwest Travelers Elect Anderson President 


SEATTLE—O, K. Anderson of Vitality 
Shoe Company took over the presidency 
of the Pacific Northwest Shoe Travelers 
August 1, here, it was announced, 

Sam Katz, former president, has left 
to make his home in Salt Lake City, 
where he will join the sales organiza- 
tion of the United States Shoe Corpora- 
tion in the inter-mountain territory. 

Mr. Anderson has been first vice- 
president for the past six months and 
makes his home in Seattle. 

Plans have been set for the Spring 
Shoe Fair to be held November 4-6 at 
the New Washington and Olympic 
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Hotels. Applications will be going out 
shortly, Mr. Anderson said. 

The speaker for the Monday morn- 
ing breakfast to be held at the Olympic 
will be Howard Overback, of Taylor & 
Company, Portland, direct mail adver- 
tisers. Mr. Overback, outstanding in 
his field, will also be a speaker at the 
national direct mail convention in 
Chicago during August. He has his 
master’s degree in Retailing and Mer- 
chandising from New York University 
and has also done research in Gimbels 
and other large eastern stores, 

Ballots will be in the mail shortly. 


Build Your Future 


With Your Own Good Name 


And 





Juvenile Shoes 


7. the current overemphasis on nationally adver- 
tised brands, most of the real successes in juvenile shoe 


selling are being made by inde- 
pendent retailers who promote 
their own reputations as expert 
children’s shoe fitters. These mer- 
chants enjoy a close personal re- 
lationship with their customers 
which is an invaluable asset and 
inspires a confidence which no 
national advertising can ever earn 
for its brand, The dealer sets the 
quality and the price and is re- 
sponsible to the customer for fit, 
service, and satisfaction, 


Quality is the determining fac- 
tor in these operations, quality 
of the type and character hundreds 
of Ephrata dealers are bringing 
to their customers. Investigate 
Ephrata today. 


To Retail 


$6.50 


to 


$7.50 


Shoe Company 


Ephrata Pennsylvania 
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FARBER WELTING } 
Makes better shoes... ° 











makes shoes better 


In Production. . . Farber Welting molds to the shoe . . . leaves no 


“grinning seams.” 


In the Retail Store . . . Farber’s complete range of decorative and 
plain weltings are styled for eye appeal. 


In Actual Use . . . Farber Welting resists shrinking, curling and 
cracking because Farberizing replaces water soluble tannins with 
our scientifically developed re-tannage. 


L.farbor Welt 





CG 





Review of the 
Retail Trade 


[CONTINUED FROM PAGE 65] 


Napier held its 75th semi-annual 
sale, clearing out distinguished name 
shoes in all summer fashions. Deluxe 
dress shoes formerly priced up to 
$26.95 were offered at $14.90. Others 
formerly $18.95 sold for $12. Casuals 
and dress shoes formerly $14.95 and 
$16.95 were offered at $8.90 and 
$10.90. 

Powers held clearance sales at both 
its loop and shopping center stores of 
its summer-styled shoes at prices 
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ranging from $6.85, $8.85 and $12.85 
for shoes formerly from $8.95 to 
$24.95. 

Roy H. Bjorkman reduced shoes 
formerly at $16.95 and $26.95 to 
$9.90, $11.90, $13.90 and $15.90. 

New fall shoes are arriving and 
stores have displays to catch atten- 
tion of customers visiting clearance 
sales. The annual city Aquatennial, 
which draws large out-of-town crowds, 
has increased store traffic and sales 
have been good to these out-of-town 
patrons. 

Prominent in the new fall styles are 
reptiles which are shown in alligator 
and lizard in honey beige, dark brown 











or black. They are shown in classic 
ties, strap styles or classic pumps. 
Prices range from $24.95 to $30 for 
alligators and $21.95 for lizards. 
Matching handbags run from $18.50 
to $58.00. 

Fashion fabrics for fall include 
“ripal” cloth. A group of these in 
charcoal, copper or ebony, accented 
with jewel trim, were shown by John 
W. Thomas and Co., selling for 
$16.95. 

Black, as usual in this area, is the 
leading color in fall showings, fol- 
lowed by brown in many shades. 


% _ * 
St. Paul. 


Tuis has been an unusually good 
season for white footwear and sales 
are continuing in this color, during 
clearance sales, for many women like 
to wear white for house shoes the 
year round, Pastels have been very 
good in dressy patterns. Casuals are 
having a big play in summer stylings, 
in straws, fabrics, mesh and leather. 

Clearance sales are on in full swing 
and merchants report response is very 
good. Billy Ziton placed 3000 pairs 
of high-grade shoes on sale at 30, 40 
and 50 per cent off. Besden-Kennedy 
held a mid-season clearance on regu- 
lar stock of pumps, straps and ties 
with varied heel-types. Sale prices 
started at $8.90 on values up to 
$19.95. 

Men’s shoes were featured in sales 
at Maurice L. Rothschild and Co. in 
both summer and other shoes. Spe- 
cially featured were two eyelet moc- 
casins in black or brown, wing-tip ox- 
fords in the same colors and plain 
toe raglan bluchers in brown or royal 
burgundy. All were priced at $10.90. 

There is some movement in fall 
shoes. Newman’s report good sale in 
casuals for travel. This store is show- 
ing new fall shoes in opera and swing 
pumps in black suede and in combi- 
nation fabrics. It also featured a 
group of casuals of gaily colored fab- 
rics and straws to complete the sum- 
mer season. 


Selby’s Hyle Joins Palizzio 


PortTsMOUTH, O.—Theodore J. Hyle, 
who was superintendent of the Selby 
Shoe Company here for 10 years prior 
to his resignation several weeks ago in 
a general reorganization setup, has 
assumed the duties of superintendent 
for the Rochester, (N. Y.), plant of 
Palizzio, Inc. The firm also has a plant 
in New York City. 

Before coming to the Selby factory 
Mr. Hyle was an assistant superinten- 
dent with Julian & Kokenge Company 
at Columbus, O. 
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Ninety-Seven Tanners 
At Waldorf-Astoria 


[CONTINUED FROM PAGE 61] 


Company Booth 
Hermann Loewenstein, Inc. 
Ry aaa eae i 
Marcus-Forscher & Co. 
New York, N. Y. 49 


R. Neumann & Co. 
Hoboken, N. J. 2 
Northwestern Leather Co. 


Boston, Mass. 105 
Ohio Leather Co. (The) 

Girard, Ohio 8 
Pfister & Vogel Tanning Co. 

Milwaukee, Wis. él 
Prime Tanning Co., Inc. 

Berwick, Me. 17 
A. H. Ross & Sons Co. 

Chicago, Ill. 103 
Fred Rueping Leather Company 

Fond du Lac, Wis. 42 
Russell-Sim Tanning Co. 

Salem, Mass. 102 
Seal Tanning Co., Inc. 

Manchester, N. H. 44 
Seton Leather Co. 

Newark, N. J. 53 
Shrut & Asch Leather Co. 

Boston, Mass. 5 
Simon-Sigma Manufacturing 

Corporation 

New York, N. Y. 31 

Slattery Bros. Tanning Co. 

Boston, Mass. 68 
Mortimer Sokol, Inc. 

New York, N. Y. 37 
Southern Leather Corporation 

New York, N. Y. 97 
Springford Corporation 

(Sheepskin Division—John R. 

Evans & Co.) 

Royersford, Pa. 27 

Steinberg Brothers 

New York, N. Y. 108 
Superior Tanning Co. 

Chicago, Ill. 20 
Surpass Leather Co. 

Philadelphia, Pa. 9 


Tan-Art Co., Inc. 
New York, N. Y. 3 
Albert Trostel & Sons Co. 
Milwaukee, Wis. 77 


United States Raw Skins Tanners, Inc. 
New York, N. Y. 36 


United Tanners, Inc. 
Dover, N. H. 
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Company 


Verza Tanning Co. 
Peabody, Mass. 


Winslow Bros. & Smith Co. 


Basten: MOMS 2s. ca ck ok 


Witch City Tanning Co., Inc. 
Salem, Mass. 


Ziegel, Eisman & Co. 
(Division of Goldsmith Leather 
Co., Inc.) 
Newark, N. J. 


THE SOLE 
THAT'S TURNING 
THE SHOE INDUSTRY 


UPSIDE 
DOWN! 
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Junior Bootery Supervisor 


Syracuse, N. Y.—Mrs. Mida Bouch- 
er, well known to the children’s shoe 
trade in Syracuse, will assist as fit- 
ting supervisor at the newly opened 
Junior Bootery at 442 South Salina 
Street. 

6 Mrs. Boucher will assist Sidney 
Steinman who recently arrived from 
Schenectady where the Junior Bootery 

38 operates a children’s shoe store. 

Mr. Steinman’s shoe experience cov- 
ers a period of more than 20 years. 
Among the posts he has held were 
manager and fitting supervisor at 
Abraham and Straus children’s shoe 
department in Hempstead, L. I. He was 
also with Coward Shoe in New York. 
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(“RIPPLE SOLE 


TRADEMARK 


Men’s, Women’s and Children’s Shoes 
* “THE GREATEST SHOE IMPROVEMENT 
IN 2000 YEARS” 
EVERYONE'S talking about it! Shoe manufacturers, 


stylists, retailers, fashion editors . . . 


and 


comfort-conscious, style-wise consumers! 

Revolutionary new RIPPLE SOLE . . . fast becoming 

the nation’s walking habit! 

And NOW'S your chance to cash in with RIPPLE SOLES! 
Write for all the facts... TODAY! 


Or get them at the 
Allied Products Show 
Belmont Plaza 
Ballroom 





Featured nationally 
in: 
Collier's 
Reader's Digest 
Esquire 
American, etc. 
And on TV: 
The Big Payoff 
You Asked For It 
Today, etc. 











. ™ Reader's Digest 





Soe sa js - 





Ingenious RIPPLE SOLE offers amazing com- 
fort and unique style versatility. Impartial 
tests prove the resilient ripples, distributing 
weight heel-to-toe, absorb 45% walking 
shock, increase the stride and provide great- 
er traction. 


Other BEEBE Quality Products: 
RUBBER HEELS, SOLES 
SOLING SLABS, TOP LIFT SLABS 
MOULDED TOP LIFTS, HEEL BASES 


BEEBE RUBBER COMPANY 


Nashua, New Hampshire 


RIPPLE SOLE CORPORATION 


28 West Adams Avenve Detroit, Michigan 
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more reasons why you 


profit when you carry 


COSYFOOT too! 









1. Ankle supporting height boots 
in A to E widths right down 


to tiny size 2. 

















3. EXTRA PROFIT 
and a 
FAMOUS NAME 











797 >MITH STREET ° 


It Pays 
To Be Friendly 


WALKING down the street in a small 
town recently, I saw a sign in the win- 
dow of a clean-looking little restau- 
rant and it interested me. 

The copy on the sign said, “If your 
arms are full of bundles, come in and 
we'll check them for you free of 
charge.” 

Right then, I decided to go in and 
get a cup of coffee. I figured that the 
owner of this restaurant must be a 
very pleasant and friendly man, other- 
wise he would never have put that sign 
in the window. A sourpuss most cer- 





We are independent manufacturers selling to independent dealers | 
ESTABLISHED 1898 3 
Write today to get in on this profitable deal! 


G. W. CHESBROUGH, INC. 


ROCHESTER 6 rane 





tainly would never have thought of it. 

I got my cup of coffee and it was an 
excellent one. The owner of the restau- 
rant proved to be a very jovial, 
friendly fellow, just as I had surmised, 
and I could see that the dozen or so 
customers at the counter enjoyed being 
in that friendly place. 

Later, I talked with the owner. He 
showed me a space near the cash reg- 
ister where he had a package rack. It 
was one foot wide and six feet high, 
with shelved spaces for storage of 
packages. 

“It’s very popular, especially on rush 
days,” he said. “I put this rack here 
just as a favor to people. Who wants 
to walk all over town carrying bun- 


dles? People appreciate this service.” 

This is just one instance where 
friendliness wins friends. The old slo- 
gan, “you can attract more flies with 
honey than with vinegar,” also applies 
to business. Customers like friendli- 
ness. It is just as good as money in 
the bank, or stock on the shelf. Friend- 
liness attracts people, and people buy. 
You can’t sell merchandise in a store 
that is empty. 

Some stores are friendly places, es- 
pecially in smaller towns and cities. I 
know one merchant who built a news- 
paper storage rack, with slots num- 
bered alphabetically like a school post 
office rack. Into these slots he puts 
newspapers on which he has written 
the names of regular customers. Then 
when folks come in for their daily 
newspaper it is there where they can 
get it without waiting. The merchant 
fills that rack with customers’ news- 
papers first—if there are any left, he 
sells them. 

Regular newspaper customers pay 
him once a week. They are always sure 
of getting a newspaper, and how they 
appreciate this service! 

I went into a store in a small town 
some months ago and asked for a cer- 
tain item. “Haven’t got it,” the owner 
said irritably. “We can’t stock every- 
thing people ask for.” 

I couldn’t get the item in the second 
store, but the owner was pleasant and 
friendly. “I haven’t got it now, but I’ll 
be glad to order it for you. Then I can 
telephone you when it arrives.” 

There was a vast difference in the 
attitude of those two merchants, just 
as there is a difference in the quality 
of merchandise. 

When the merchant takes his young 
son to the barber shop for a haircut 
and the smiling barber hands him a 
lollipop, it makes a difference to the 
youngster and Dad, too, doesn’t it? 
Both father and son know that the bar- 
ber is a friendly fellow, and they have 
confidence he will do a good job. And 
when you walk into a shoe store, and 
the clerk hands the youngster a kite 
or some other token of appreciation, 
you know that the management and 
staff are friendly. Can you imagine a 
sourpuss owner or clerk handing a 
child something like this? 

Have you ever gone into a store to 
see the owner, asked for him by name, 
and then had him shunt you off to a 
subordinate very auickly by saying, 
“Oh, Mr. Smith will take care of you.” 

Sure, maybe it’s Mr. Smith’s job to 

[TURN TO PAGE 109, PLEASE] 


Correction 

In the feature story, “Italian Shoe 
Industry,” in the August 1 issue of the 
RECORDER, reference was erroneously 
made to “Martini & Rossi of Verona, 
largest men’s factory in Italy.” The 
correct name of this factory is “Fra- 
telli Rossi.” 
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It Pays to be Friendly 


[CONTINUED FROM PAGE 108] 


take care of you, and he will do it very 
well. But on the other hand, if the 
owner would wait on a customer him- 
self now and then—especially when the 
customer asked for him by name—he 
would further that store’s reputation 
for friendliness. 

A certain Wisconsin man is one of 
the most successful bankers in the 
states, but he is a very busy man. It is 
difficult to see him except by appoint- 
ment, for his time is limited. And yet 
when people call at the information 
desk, there’s a sign in the box which 
says, “Have a cigar or cigarette on us 
while you are waiting.” 

People who read that sign are will- 
ing to wait twice as long as usual to 
see such a man because the sign shows 
he is friendly and considerate. And he 
IS a friendly man to people who do not 
come to WASTE his time. 

There are some stores which serve 
free coffee to customers occasionally. 
In such instances it is the friendliness 
of the gesture that impresses people. 

In your own circle of acquaintances 
you can probably name 10 “friendly” 
and 10 “unfriendly” people. If you had 
to choose company, I am sure you 
would make most, if not all, of your 
selections from the “friendly” group. 

Why not take an inventory? Are 
you, as owner of the store, a friendly 
person? What are the friendly ges- 
tures you are NOW making toward the 
public? 

I know an automobile dealer who 
found a mother and daughter waiting 
to see him when he came back from 
lunch with a prospect. The women were 
in a hurry and wanted to talk about 
buying a car. But the dealer could not 
see them at once because of the other 
prospect, 

So he went into his office and shortly 
came out with two issues of well known 
women’s magazines. He handed them 
to the mother and daughter. 

“T’ll see you in a few minutes,” he 
smiled. “In the meantime, perhaps 
you’d like to look at these late maga- 
zines.” 

Did they wait? They certainly did, 
because this friendly thoughtful dealer 
made the weiting period pleasant. And 
he sold them a new car. 





Greco’s Shoe Shop to Move 


WATERBURY, CONN.—Arelio M, Greco, 
who owns and manages Greco’s Shoe 
Shop at 208 Bank Street, here, will 
move soon to a new location at 15 Union 
Street. Because the new store will have 
a parking lot in the rear, when the 
move is made the store’s name will be 
changed to Greco’s Drive-In Shoe Shop. 
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Thom McAn Opening Two Shopping Center Units 


New YorK—Thom McAn is opening 
new shoe stores for men, women and 
children August 16, in the Sandusky 
Plaza Shopping Center, Sandusky, 0O., 
and in Britton Plaza Shopping Center, 
Tampa, Fla. 

The new stores will be operated by 
local companies. The Sandusky unit, 
to be operated by Sandusky (Ohio) 
Thom McAn, Inc., will be the sixtieth 
Thom McAn store in Ohio. The Brit- 
ton Plaza store, to be operated by Brit- 
ton Plaza (Fla.) Thom McAn, Ince., 
will be the second Thom McAn men’s, 
women’s and children’s store in the 
city. 


to sell 
all the shoes 
you can... 


carry it comfortably. 


Must you be 
a banker, too? 


Whether you give dating or operate an in-stock depart- 
ment, you’re in banking as well as shoe manufacturing, 
for you're financing your customers. This extra occu- 
pation is a heavy load. If you factor with Iselin, you can 


Lending money to customers in the form of longer 
terms or dating, or maintaining an inventory to fill their 
merchandise needs quickly, puts no burden on the 
working capital of Iselin-factored shoe men. They are 
paid in cash as soon as they ship; they can even get 
the proceeds of future sales while they're still buying 
leather or stacking shoes from which to make those 
sales. They know when and where they can get the 
money to run their business at maximum profit. 


Alvin Mcllhiney has been named 
manager of the Sandusky Plaza store, 
according to Ernest Vaughan, district 
director for the company in that area. 
Mr. Mcllhiney has been assistant man- 
ager of a Thom McAn unit in Lorain, O. 

Tony Longo will be manager of the 
Britton Plaza store, according to Thom 
McAn district director Elwood Rettig. 
Mr. Longo, a Tampa area native, has 
managed Thom McAn shoe stores for 
more than 25 years. 

The new stores will bring the total 
of Thom McAn shoe stores for men, 
women and children now in operation 
to 158, 
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Dickerson 


Write Today for Fall-Winter Catalog 
THE WALKER T. DICKERSON CO. — Columbus 15, Ohio 


Apparel Stores Now Have 


CLEVELAND—“Tall trees from little 
acorns grow” may well be the motto of 
Arthur Brush, owner of one of the big- 
gest “little” children’s shoe operations 
in Cleveland. 

With his wife, Mr. Brush owns and 
operates three Cleveland children’s ap- 
parel stores under the name of “The 
Merry Go Kound Shops.” His first unit 
at Superior and Euclid Avenues was 
opened nine years ago and it is in this 
store that his small but powerful shoe 
department is located. 

The big volume of business done in 
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New York Office: 417 Marbridge Building 


‘Powerful Little’ Shoe Area 


this department belies its small location. 
The selling area measures just a few 
feet across the rear of the store. One 
leatherette couch represents the only 
seating space and a full-width glass 
enclosed case above it the only display 
area. However, that is where “small- 
ness” stops in the shoe department. 

In the rear stockroom, four sections 
of floor-to-ceiling shelvés are used to 
house Mr. Brush’s large shoe stock. He 
estimates the space at about 35-feet 
with approximately 300 pair of shoes 
to every six-foot section, This is in 








addition to current shoe stock, which 
is delivered in the basement and kept 
there until needed. 

The department carries a complete 
stock of shoes for infants, boys and 
girls. Main brands featured at the 
Merry Go Round shop are Weatherbird 
and Cozyfoot. The latter Mr. Brush 
has just recently started stocking in 
growing girls’ sizes. 

The shoe department was incorpo- 
rated into the store when Mr. and Mrs. 
Brush first opened this shop. It has 
always been run as a one-man opera- 
tion. Mr. Brush does all the buying and 
selling, and as a result shoe depart- 
ments have never been set up in the two 
other Merry Go Round: shops which 
have been opened since. 

Mr. Brush was well equipped to start 
a shoe operation, having spent 25 years 
in the children’s shoe field. So firmly 
established is his shoe department that 
he has been able to set it up on a five- 
day week basis. 


Credit Playing Important Role 
Says NRDGA Year Book 


New York. N. Y.—Credit will con- 


| tinue to play an increasingly important 


role in helping the nation’s depart- 
ment, chain and specialty stores main- 
tain and better their current high sales 
volume. 

This has been emphasized by A. L. 


| Trotta, manager of the Credit Manage- 


ment division of the National Retail 
Dry Goods Association, in announcing 
the publication of the 1956-1957 Credit 
Management Year Book. 

The Year Book shows retail credit 
sales in 1955 represented 58.5 per cent 
of total store sales, an increase of one 
per cent over 1954, Mr. Trotta said. 

“With the development of new credit 
plans detailed in the Year Book, I 
foresee an even greater increase in the 
use of credit during the present year, 
particularly among the smaller stores 
who now recognize that credit is a 
necessary tocl in strengthening their 
competitive position,” Mr. Trotta said. 

“Stores that have not offered credit 
are going into it. Those that have used 
credit are refining their plans to make 
them more in keeping with customer 
needs. This is particularly true with 
the expanded use of the revolving credit 
technique and the introduction of flexi- 
ble credit limits or chart plans. Both 
techniques are reviewed exhaustively 
ir. the new Year Book,” he said. 

Along with the increased use of 
credit last year, the 1955 credit depart- 
ment operating results reported in the 
Year Book show that stores maintained 
or bettered previous year’s perform- 
ances. These results show that retail 
credit is being extended on a sound 
basis. 

Mr. Trotta said this good perfor- 
mance is based on extension of credit 
for reason of customer integrity rather 
than security of the merchandise, The 
Year Book answers many immediate 
and long-range retailers’ problems. 
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TV Network to Plug Back-to-School Shoes 





Nationwide CBS Programming, in Cooperation With National Shoe 
Manufacturers Association, Aims at an Estimated $2 Billion Market 


New YoRK—The newest fashions in 
youthful, teenage and college footwear 
will be in the spotlight on a nationwide 
CBS television back-to-school promo- 
tion starting August 27 on the net- 
work’s “Good Morning!” with Will 
Rogers, Jr., and “Captain Kangaroo” 
programs. 

Initiated with the cooperation of the 
National Shoe Manufacturers Associa- 
tion, the footwear feature of the promo- 
tion will be built around a “dressing 
race” between two youngsters, showing 
the convenience and comfort of modern 
shoes. A special display of the latest 
models in youthful footwear fashions 
will also be presented on the “Good 
Morning!” show. 

Programming will be based on a 
series of entertaining features on the 
interests and activities of American 
youngsters and a complete “inventory” 
of the items children of various ages 
need for school. 

The television campaign has been 
specifically designed to stimulate the 
interests of parents and school-bound 
children through a widespread variety 
of program features, retail store tie- 
ins and commercial announcements by 
manufacturers specially themed for the 
event. 

Basing their expectations on Bureau 
of Advertising data, CBS statisticians 
report that the network’s television 
promotion should be a major factor in 
sparking the Back-To-School market of 
an estimated $2 billion. A recently com- 
pleted survey by Gilbert Youth Re- 
search, Inc., indicates, they point out, 
that one out of six parents plans to 
spend more for school apparel and 
equipment in 1956 than last year. 

During the week of August 27-31, 
shortly before the nation’s 88,000,000 
school children return for fall classes, 
the “Good Morning!” show (7-8 A.M. 
EDT, repeated 7-8 A.M. CDT) and 
“Captain Kangaroo” (8-9 A.M. EDT) 
will devote 10 hours to the special 
back-to-school promotion pinpointing 
new trends as a service for children and 
parents preparing for the new school 
year. 

Advance promotion for the campaign 
will be intensively carried out by CBS- 
affiliated stations and the network 
through local and CBS announcements, 
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on-the-air slides and heavy station 
merchandising support in key market 
areas. 





Beauty to Reign as Footwear 
Queen at Canadian Shoe Fair 


MONTREAL—The Fair Committee of 
the Canadian Shoe and Leather Fair, 
recently made the announcement that 





MISS CANADA 


Miss Dorothée Moreau, Miss Canada 
1956, will be this year’s Footwear 
Queen. Miss Moreau was named Miss 
Canada at this year’s pageant in Ham- 
ilton, Ont., and will represent Canada 
at the Miss America contest, Septem- 
ber 7, in Atlantic City. 

Miss Moreau will be on duty at the 
Fair during the following periods: 

Sunday, October 7, 7 P.M. to 11 P.M. 

Monday, October 8, 2 P.M. to 5 P.M. 

Tuesday, October 9, 2 P.M. to 5 P.M. 

Wednesday, October 10, 5 P.M. to 
closing. 

She will be available for photographs 
during these periods, such as in the case 
of retailers who would like general pub- 
licity or news items for local papers. 


Delman Names Vice-President 


New York — Donald Seligman has 
been appointed vice-president and gen- 
eral manager of Delman Retail for Del- 
man, Ine., well-known shoe firm, it was 
announced by Rubin Adler, president. 
Before joining Delman in January of 
1956. Mr. Seligman was better shoe 
buyer for Lord & Taylor. 
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Soft Leathers, School Shoes 
Draw at Baltimore Shoe Show 


BALTIMORE—Virtually all buying was 
for immediate delivery at the Baltimore 
Shoe Show, held here at the Lord Bal- 
timore Hotel under the joint manage- 
ment of the Baltimore Shoe Club and 
Associated Shoe Travelers. 

About 50 exhibitors from Maryland, 
Pennsylvania, New York and Massa- 
chusetts took over three floors of the 
hotel. 

Traffic at the show was described 
generally as better than last year’s, but 
there were some exhibitors who thought 
this year’s event was a bit “off” from 
last year’s show. A consensus indicated 
that up to 10 per cent more business 
was written this year. 

There was some grumbling about the 
lateness of the show dates. A survey 
made among exhibitors by Everett 
Tand, president of the Associated Shoe 
Travelers, showed that most exhibitors 
polled preferred June dates, while a 
sizable number pinpointed this further 
to a date soon after July 4. 

A new fabric in ripple cloth, adapted 
to women’s novelty footwear, made a 
stir at the show. Corkette in black, 
brown and charcoal gray was note- 
worthy, as well as open-look suedes in 
black, brown, gray and a sprinkling of 
red. 

Items which particularly drew inter- 
est at the show were lucite heels, both 
carved and studded, Spring-o-lator 
mules and a closed calf pump. Plat- 
forms were seen on their way out. Most 
wanted shoes in casuals were soft-leath- 
ered walking shoes; in flats, cork tex- 
tures and suedes. 

Soft leathers and cordovans led the 
parade in men’s shoes, particularly in 
plain toes. The black and white saddle 
continued in a strong regional interest. 
Black and brown calf moccasins were 
also popular. 

Dressy pumps for girls moved very 
well and sweater pumps and black 
suedes with rhinestone trim were popu- 
lar. Sturdy wingtip oxfords and gored 
moccasins went well in boys’ shoes. 

School shoes moved very well, par- 
ticularly sport oxfords and fall loafers. 
In children’s shoes, a two-way patent 
leather, with a strap across the instep, 
which could be pushed over the heel 
to give the effect of a pump, was also 
well received. 


Hanover Opens Michigan Unit 


LANSING, MIcH.—Hanover Shoes has 
opened a new branch store at 205 South 
Washington Avenue, Louis Nebraska, 
manager, reports. Mr. Nebraska for- 
merly was manager of Hanover stores 
in Detroit. The store, formerly a dress 
shop, has been repainted and new fix- 
tures added. Several years ago Han- 
over had a branch store on North Wash- 
ington Avenue. A grand opening is 
planned for early fall. 








‘Travel Show’ Tie-In Stimulates Shoe Sales 
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This "Travel Show" window at the C. H. Baker shoe sere in the Hillsdale Shopping 
Center, San Mateo, Calif., emphasizes the elegant aspects of vacation travel. 


SAN MATEO, CaLir. — A “Travel 
Show” can sell shoes, according to Dave 
Wasserman, manager of the C. H. 
Baker store in the Hillsdale Shopping 
Center, San Mateo, Calif. Even though 
the most apparent emphasis of the show 
is placed on selling boats, fishing gear, 
or water skis, and dispensing travel 
information, wise and thoughtful par- 
ticipation with the show will stimulate 
shoe selling. 

The C. H. Baker store’s participation 
took the form of a lavish window, 
using a model of the French Line’s 
“Liberté,” together with a large photo- 
graph of the liner’s dining salon, as 
focal points of interest. High fashion 
shoes were grouped about in the win- 
dow, with the emphasis on elegance in 
ladies footwear. 

Handbags were coordinated with 
many of the shoes, and a wide range 
of colors, leathers, fabrics and trims 
were used. Interest in heels was di- 
rected to plastics and jeweled effects. 


As one of the 60 stores and shops in 
the Hillsdale Shopping Center, C. H. 
Baker kept its window directed toward 
the elegent facet of travel, while some 
of the neighboring stores leaned to- 
ward more outdoorsy displays. 

The entire shopping center coordi- 
nated all advertising and display ef- 
forts to the one theme of “Travel.” 
In addition, special exhibits were set 
up on the mall with alluring invitations 
to travel to many parts of the world. 
Also, exhibits of the many modern 
modes of travel on land, in the air or 
on water were added to the show. 

Pretty girls added allure, and free 
entertainment brought many visitors 
into the shopping center, bringing 
much foot traffic into the stores. 

It was only a step from boats to 
boots, from plane schedules to a pair 
of pretty pumps. And the C. H. Baker 
window reminded everyone that a pair 
of its shoes was the best kind to step 
into before stepping aboard the liner. 





Halle Brothers Improves Shoe Department in Relocation 


CLEVELAND —In conjunction with 
Cleveland’s Halle Brothers department 
store’s million-dollar relocation and 
modernization program, the company’s 
men’s shoe department which has, for 
many years operated across the street 
in a smaller building of the parent store, 
will occupy the main floor of the Euclid 
Building about Augast 19. The new 
location provides greater floor space 
and increased facilities for window and 
floor displays. Decor will be modcrn. 

Throughout the store additional mod- 
ernization is taking place. Work was 
started around January. Escalators 
have been extended to the ninth floor. 
A new tea-room where customers may 
relax amid pleasant surroundings has 
been opened on the ninth floor. 
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In time all the departments formerly 
housed in the Prospect Building will 
have been moved into the Euclid Build- 
ing on Cleveland’s main street. 

In the men’s department, shoe lines 
are standard and features such brands 
as Stacy-Adams, Crosby Square, Johns- 
ton and Murphy, Wright Arch Pre- 
server, Hanan, Banister and others. 
Halle Brothers, long a leader among 
Cleveland’s department stores, expect 
the change to bring new male cus- 
tomers into the store, and please the 
regular Halle shoe customers, for their 
doors are now but a few steps from 
all transportation facilities. 

James Parks is in charge of the new 
shoe department. 

Also a just-opened Naturalizer shoe 








Dates to Remember 


Allied Shoe Products and Style Exhibit, 
Hotel Belmont Plaza, New York City 
Aug. 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 
Aug. 
Third Annual Merchandising Clinic, Na- 
tional Shoe Manufacturers Associa- 
tion, Waldorf-Astoria Hotel, New 
2, Ra . .Aug. 20 
Leather Show, Tenners’ Council. of 
America, Waldorf-Astoria Hotel, 
New York City .... ; Aug. 21-22 
Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit Sept. 9-11 
Advance Spring Shoe Market Week, 
New England Shoe and Leather Asso- 
ciation, Hotels Statler and Touraine, 
Boston Sept. 30-Oct. 4 
Canadian Shoe and Leather Fair, Shoe 
and Leather Council of Canada, Sher- 
aton Mount Royal Hotel, Montreal 
Oct. 7-10 
Annual Meeting, Tanners’ Council of 
America, Edgewater Beach Hotel, 
Chicago SSE a Oct. 25-26 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
Oct. 28-Nov. | 
Shoe Fair, Northwest Shoe Travelers, 
Hotel Saint Paul, St. Paul, Minn. Nov. 3-6 
Spring Shoe Show, Tri-State Shoe Trav- 
elers, Hotel Statler, Buffalo Nov. 
Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver, Colo. .. Nov. 4-6 
Spring Shoe Fair, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle ..Nov. 4-6 
Shoe Show, Southeastern Shoe Travelers, 
Inc., Henry Grady, Dinkler Plaza 
Peachtree and Piedmont Hotels, 
Atlanta .... .. Nov. 
Spring Shoe Show, lewa Shoe Travelers 
Association, Fort Des Moines Hotel, 
Des Moines, Ia. .. Nov. 
Spring Shoe Show, Indiana ‘Shoe Trav- 
elers Association, Claypool Hotel, 
Indianapolis Nov. 
Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, 
Boker, Statler, Hilton and Southland 
Hotels, Dallas, Tex. ... Nov. 11-14 
Shoe Show, West Coast Shoe Travelers 
Associates, Alexandria and Biltmore 
Hotels and Haas Building, Los An- 
geles .. e Nov. 11-14 
tice Show, Pennsylvania Shoe Travelers 
Association, Hotel Penn-Sheraton, 
Pittsburgh ...Nov. 
Heart of Americe Shoe Show, Central 
States Shoe Travelers, Muehlebach 
and Phillips Hotels, Kansas City, Mo. 
Nov. 18-20 
Popular Price Shoe Show of America 
Hotels New Yorker and Sheraton- 
McAlpin, New York City Nov. 25-29 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 


19-22 


19-22 


4-5 


4-7 


11-12 


11-13 


18-20 


Dec. 2-5 
Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia ....Jan. 12-16 


Shoe Show, Empire State Footwear As- 
sociation, Hotel Onondaga, Syracuse, 
Pe aa eve kee sacunwses Jan, 20-22 





department has 45 chairs and its own 
stock area to the rear of the selling 
area. Irv Seigel, buyer of casual and 
children’s shoes, will act as buyer and 
manager of this department. 
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Super-Wet No Long-Term 
Bar to Sale of Casual Shoes 


SAN MATEO, CALIF.— When E. W. 
Losberger and his partner, A. E. Fitch, 
opened “Laurel Shoes” last December, 
California was in the midst of near- 
hurricane weather. Their store, located 
in the Hillsdale Shopping Center, here, 
was stocked to the ceiling with summer 
casuals. And it looked as though hip 
boots were all the Hillsdale residents 
would ever wear. 

However, the partners out-weathered 
the weather, and with the first signs of 
spring their belief that their store 
could successfully merchandise and spe- 
cialize in casual shoes was vindicated. 

Surrounded by hundreds of new 
homes in the new Hillsdale subdivision, 
people were walking more and their 
feet cried for casuals to go with their 
casual clothes. Most home owners had 
young families and the active children’s 
feet called for casuals, too. 

“Laurel Shoes” does not stock a single 
pair of high-heeled women’s fashion 
shoes. The nine major lines they carry 
include familiar names. From tots to 
teens, boys, girls, men or women—all 
can be fitted with casuals from the 
store’s wide stock. 

The store has 3,200 square feet of 
selling and storage area, and is fully 
air-conditioned, an important item when 
the weather turns warm. 

Seats are exceptionally comfortable 
so that during the busiest hours, cus- 
tomers are encouraged to relax until 
a clerk is free to wait on them. Mr. 
Losberger claims that fewer customers 
will get up and walk out if chairs and 
indoor temperature are comfortable, 
and make waiting for a clerk a pleasant 
respite from shopping. 

Also, the store’s two hobby horses 
give the children something to amuse 
themselves with while Mom settles down 
to select some shoes. 

The rain will come again, the co- 
owners are sure of that, but they are 
just as certain that with sunshine, 
their customers will clamor for casuals. 


Diebel Shoe Department 
Purchased by Elliott Shoes 


Fuint, Micu.— Fred Elliott Shoes, 
Inc., has purchased the shoe department 
in the Diebel Department Store, Sagi- 
naw, Mich., from Henry Benjamin, who 
has operated the shoe department there 
for 18 years. 

Frederick R. Elliott, president, said 
his firm took possession of the new 
outlet August 1. This brings to six 
the units owned and operated hv Fred 
Elliott Shoes, Inc. Five are in Flint. 

The department will be managed by 
Leslie Hoffman, now employed by Mr. 
Benjamin, and will have a staff of five. 
The new outlet will carry a complete 
line of men’s, women’s and children’s 
shoes. The unit has 60 chairs and a 
capacity of 10,000 pairs of shoes. 
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Chilson Named Thom McAn 
Buyer and Merchandiser 


New York-——Jack P. Chilson has been 
made buyer and merchandiser of leisure 
footwear, slippers, rubbers and sneak- 
ers for the Thom McAn division of Mel- 
ville Shoe Corporation, according to 
Frank C. Rooney, Jr., vice-president in 
charge of men’s and boys’ footwear 
merchandising. 

Mr. Chilson joined Thom McAn in 
1936, working in the company’s stores 
in the Detroit area. He came to the 
New York headquarters in 1951 as an 
assistant in the hosiery department and 
hecame assistant hosiery buyer in 1952. 


Cowboy Boot Promotion 


BouLper, CoLo.— Record sales for 
children’s cowboy boots were established 
during July at the big Smith Shoe 
Company here, when the store offered 
an authentic reproduction of the Colt 
45 as a premium with boot sales. 

Expensively constructed in a leather 
holster, the gun sets were offered to 
youngsters for $1.00, with a purchase of 
any pair of cowboy boots from $4.95 
to $13.95. The promotion, running just 
in advance of the Rocky Mountain 
rodeo season, provoked a lot of atten- 
tion from visiting tourists, particularly 
500 Texas families who move to Boulder 
for an annual Chautauqua celebration. 


























If you’re going to 
tie one on, make it 
an Allen-Edmonds. 
Marvelous, heel-to-toe 















when you want to 


“tie on a good one”’ 





flexibility . . . comfortable cork cushioning . . . 
exclusive nailess, stitched-all-round construction 

and supplest leathers make it the most comfortable 
shoe you've ever worn or your money back. We 
guarantee that in writing! Most styles, only $24.95. 


See your dealer — or order direct 
from: Allen-Edmonds, Belgium, Wisconsin 


they roll... 







they bend... 
to follow your 
foot in action! 


“For every action, a reaction!’ 


Esquire, Sept., 1956 - Time, Sept. 17, 1956 - 






skos 


Famous Briar 
Tan Borhide — 
rugged vet sojt 


they flex... 








* The reaction to potent national 
promotion of highest-quality products with compelling advertis- 
ing and enthusiastic dealers is generally an explosion of sales. 
And that's exactly what's happening this Fall with Allen- 
Edmonds! This ad will light the sales fuse in: 


Newsweek, Oct. 1, 1956 


Ever Notice How Many Leather Experts Wear Allen-Edmonds? 
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An apple may do the trick 


Moxees 
America’s Leading Footwear Value manutactured by the Belgrade Shoe Company, Auburn, Me. 


In Canada: Bivewater Shoe Co. 


for the late pupil, but 
it can't do a thing for the late buyer. Either you've got it when 
the kids are there, or they're going to get it 
elsewhere. There's still time — you can still check the longest 
line of in-stock $6.95-8.95 school shoes in the 
country — Moxees — but do it today, before it is too late! 


Holiond Landing, Ontario 


New Taupes Embraced by Tanners and Designers 


CHICAGO—The newest, smartest shoe 
color for fall is “no-color”’ according to 
Albert Wachenheim, Jr., one of the 
officials of the National Shoe Fair 
which opens in Chicago on October 28. 

It’s not black. It’s not brown, nor 
gray, green or navy. It’s the new neu- 
tral in the taupe family which top dress 
designers have hailed as the perfect ac- 
cessory touch for their fall and winter 
town fashions. 

This new shoe color harks back to 
the 1920s. It has the air of elegance 
which is the keynote of fall and winter 
suits and dresses. 

The new taupes in smoother leather, 
either grayed or with a warm gray- 
brown cast go with everything—smart 
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with black, good with brown, beige, or 
navy, effective with bright shades. 

As in clothes, the line’s the thing with 
these new taupe shoes. Decoration is 
minimized. Alone, or in combination 
with black or brown, these sleek, slim, 
shoes in polished leather can give that 
final touch of perfection that makes a 
costume, 

Shoes in taupe shades are already in 
the shops for fall and early winter 
wear. 

Meantime, tanners, shoe designers 
and manufacturers are up to their ears 
in the world of new spring and sum- 
mer, 1957, fashions which will be un- 
veiled at the National Shoe Fair. 








Sommer & Kaufmann Plans 
New Shopping Center Unit 


SAN FRANcisco—Sommer & Kauf- 
mann, this city, has leased space for 
a 9,000-square foot store at Valley 
Fair Regional Shopping Center, now 
under construction on San Jose’s West- 
side, according to Herbert L. Sommer, 
president of S & K. 

Designed to serve the men, women 
and children of Santa Clara Valley, 
the new store will be the largest 
operated by this company with the 
exception of its San Francisco Market 
Street store. S & K has three stores 
in San Francisco, one in San Mateo, 
and a fifth store in the Stanford 
Shopping Center, Palo Alto, Calif. 

The new store will have separate 
departments for men, women and 
children. It will have two entrances, 
one directly across the walkway from 
Macy’s, the other leading to a large 
free parking area. The decor will be 
California ranch-type, rustic, color- 
ful and with an air of informality. 





Baker’s Lease in Baltimore 


BALTIMORE—Signing of a lease for a 
Baker’s ladies’ shoe store in the new 
Eastpoint Shopping Center, was an- 
nounced by officials of Edison Brothers 
Store, Inc., parent firm of the Baker’s 
chain, 

The lease, negotiated directly by 
Edison Brothers with Joseph Meyer- 
hoff of Eastpoint, Inc., owners and de- 
velopers of the shopping center, calls 
for a store of the semi-salon type with 
facade, 36 feet wide and extending 150 
feet deep. The store will feature 
budget-priced and nationally adver- 
tised QualiCraft ladies’ shoes. 





Lady Cobbler Plying Trade 


In Virginia for Seven Years 





Aproned and holding a hammer in regu- 
lar shoemaker fashion, Mary Ellen Jack- 
son, Danville, Va., adds a distaff touch to 
a shoe repair shop in Fairfax, Va. Be- 
lieved to be the only female cobbler in 
the country, Mrs. Jackson is the mother 
of a nine-year-old daughter and has 
been repairing shoes for seven years. 
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More than 150 members and guests of 
the New York Boot and Shoe Travelers 
Association held their annual outing at 
a new site this year at Tamarack Coun- 
try Club in Greenwich, Conn. The out- 
ing committee above is composed of, 
left to right, Nicholas Salerno, Genfoam 
division, General Shoe Corporation; 
Julian Stern, P. W. Minor & Son; An- 
thony Favor, Walker T. Dickerson Com- 
pany, and Ben Barnett, Viner Brothers. 
Right, Harry Hughes, BOOT AND SHOE 
RECORDER advertising representative in 
New York City, presents the RECORDER 
Cup to Julian Stern, low gross winner. 
At extreme right is Mr. Favor, president 
of the travelers. Selection of the new 
site af the Tamarack Country Club 
proved highly popular and, coupled with 
the ideal outing weather that held all 
day for the event, it was voted the 
most successful in years. 








Holland-Racine Presents Retailing Awards 


The Holland-Racine Shoe Corporation presented gold shoe horns, engraved with 
the name of the recipient and his years of service, to eight Michigan shoe retailers 
whose combined total length of service is 139 years. Standing, left to right, they 
are Frederick Keppler, Murray D. Wanty, Jack T. Willoughby, Wilbur Poulous and 
Jerald Frisbie, Seated: Mrs. Jack Willoughby, Sally Cartwright, Mrs. Murray Wanty. 
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Store Started as Repair Shop 
Celebrates Its Fiftieth Year 


MALDEN, Mass.—A special sale was 
used here recently to celebrate the 
fiftieth anniversary of the founding of 
Danberg’s Shoe Store at 300 Main 
Street. During its entire history, the 
store’s founder, Hyman Danberg, has 
been owner and manager. Recently he 
has been joined by his two sons, Jere- 
miah and Nathan, both veterans of 
World War II. 

Mr. Danberg opened for business with 
a combination shoe repair and shoe re- 
tailing business in 1906. As the retail- 
ing of shoes became more and more 
profitable, he eventually abandoned the 
repair end of the business and, for 
many years, has specialized on the re- 
tailing of well-known lines. 


C. H. Baker Store Building 
In California Shopping Center 


SAN JOSE, CALIF.—C. H. Baker Shoe 
Company, one of California’s pioneer 
footwear firms, has leased space for a 
store at Valley Fair Regional Shop- 
ping Center, now under construction on 
Stevens Creek Road. 

Announcement was made jointly by 
Mike Kaplan, vice-president and gen- 
eral manager of C. H. Baker Shoe Com- 
pany. 

The store will have approximately 
5,000 square feet, with 3,500 square 
feet on the mall level, and additional 
space on the lower level. 

The store will carry a regular stock 
of at least 20,000 pairs of shoes and will 
feature high fashion women’s footwear 
as well as coordinated handbags and 
hosiery. Opening is scheduled for 
spring of 1957. 

Established in 1899, C. H. Baker 
Shoe Company is one of the oldest shoe 
operations in California. In the San 
Francisco Bay area, the company now 
has stores at Stanford Shopping Cen- 
ter, Hillsdale, Los Altos, Oakland and 
San Francisco, with a total of 23 stores 
in California and one in Las Vegas. 

Valley Fair Regional Shopping Cen- 
ter has also announced leases with 
Leed’s and Thom McAnn shoe stores. 





Thom MecAn Chain Opens 
Tenth Unit in Buffalo Area 


New YorK—Thom MecAn opened a 
new shoe store for men, women, boys 
and girls August 2, in the Transitown 
Plaza Shopping Senter, Williamsville, 
N. Y. To be operated by a local com- 
pany, Transitown (N. Y.) Thom McAn, 
Inc., it is the tenth Thom McAn unit 
in the Buffalo area. 

Louis Triano has been named man- 
ager of the new store, according to 
Philip Hurwitz, district director for 
the company in the area. He has been 
assistant manager of a Thom McAn 
store in Buffalo. 











EXCLUSIVELY BY 





CORPORATION 
tl 


—a= atelier 


INNERSOLES 


19 CHESTNUT ST., CAMBRIDGE, MASS. 


They've been tested and proven cooler and more 
comfortable to the feet of the wearer. The basic qualities 

of comfort and flexibility have been built into this exceptional 
MADE product. At only a modest cost you may have this | 
“unseen value” in your shoes and assure 


repeat sales and customer satisfaction. 


* TRO 6-723) 














International's Sales Clinic in Los Angeles 






International Shoe Company staged the 
last in a series of its second annual 
retail sales clinics at the Biltmore Hotel 
in Los Angeles, July 15-17. Two earlier 
clinics were held at the Statler Hotel 
in New York, June 10-12 and at the 
Chase Hotel in St. Lowis, June 17-19. 
Above, high officers of International are 
shown holding a post-mortem in Los An- 
geles after one of the panel sessions. In 
the reor row, standing, left to right, are 
Russ Rogers, Fred Vogt, Bob Smock and 
Percy Wendt. Seated are Harry Hall, 
A. J. Johnson, Rober O. Monning, W. N. 
May and Si Bland. At right is James 
Watson, national retailing consultant, 
shown dramatically emphasizing how not 
to get an idea across to employes. His 
talk was “Executive Conduct in Business.” 
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Chandler’s Shoes Signs Lease 
For Site at Skokie, Ill., Center 


CuicaGo—Chandler’s Shoe Salon has 
signed a lease for an 11,368 square feet 
store in Old Orchard, an 80-acre family 
shopping center now under construction 
in Skokie. The new store will be Chand- 
ler’s seventh salon in the Chicago area. 

Chandler’s are the exclusive outlet 
for French Room Originals, a shoe line 
which features high fashion design at 
inexpensive prices. 

The 53-foot front of the Chandler’s 
Old Orchard store will be of Crab 
Orchard stone accented with a split 
random ashler design. The interior of 
the building will feature an eleven-foot 
dome ceiling. Stock space will be pro- 
vided immediately adjoining the sales 
area to permit more convenient cus- 
tomer service. 

An integral part of the new salon 
will be its complete hosiery and hand- 
bag department with many handbag 
styles matchmated with Fench Room 
Original shoes. 

Chandler’s Shoe Salon will be one of 
65 air-conditioned stores in Old Or- 
chard, according to Ferd Kramer, pres- 
ident of Draper and Kramer, rental 
agents for the shopping center. Old 
Orchard will include two complete de- 
partment stores, Marshall Field and 
Company and The Fair, two restau- 
rants, a seven-story professional build- 
ing and parking spaces for 6,000 cars. 





Hamlin to Open Enlarged 
Shoe Store in Marblehead 


MARBLEHEAD, Mass.—-A new and 
greatly enlarged shoe store will be 
opened here some time in August by 
Bruce Hamlin, now owner and manager 
of Bruce Hamlin’s Shoe Store at 44 At- 
lantic Avenue, and also owner of the 
Hamlin Shoe Store at 242 Humphrey 
Street, Swampscott, Mass. 

In preparation for the Marblehead 
opening, the Swampscott store is to be 
closed and all business concentrated in 
the new store which is being created 
by taking over two adjoining stores 
here. 

The new Hamlin store will be a fam- 
ily shoe store and a charge account 
system will be installed. Morris Milton 
Morris, now manager of the Swamp- 
scott store, will be transferred to Mar- 
blehead. 





Heads Merchants Association 


HILusive, ILL.—Joseph Slater, owner 
of Slater’s Country Cobbler Shoe 
Stores, has been elected president of the 
Hillside Shopping Center Merchant’s 
Association. 

This is one of the largest shopping 
centers in the west suburban area of 
Chicago. Mr. Slater also has stores in 
Palatine and Bensenville. Robert P. 
Young, store manager for Kinney 
Shoes, is secretary of the association. 
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About Shoe People 





Walter M. Beers, Sr., is retiring after 
51 years in the retail shoe business and 
turning over the operation of his family 
shoe store in Emmaus, Pa., to his son, 
Walter M. Beers, Jr., and to George 
Schadler. He is a past manager of 
Regal, Hanover and A. S. Beck shoe 
stores. He has been in business for 
himself 36 years. 

a * a 

Miller’s Boot Shop has been incor- 
porated in Buffalo, N. Y., with capital 
of $21,000. Incorporators are G. Ross 
Miller, Rena E. Miller and John Brady. 

+ * * 

Dan Cunning, Troy, N. Y., shoe- 
maker, was among five New York State 
young men honored by the U. S. Junior 
Chamber of Commerce at the Jaycee 
convention in Brooklyn for outstanding | 
achievement. | 

ok ca a 

Daniel Linden, assistant buyer of 
women’s shoes at Hutzler Brothers in 
Baltimore, resigned to accept a posi- | 


tion in the shoe field in Philadelphia. | 





* * K 
The Globe Shoe Company, of which | 
Sol Lesser is president, 


announced | 
plans for an extensive program of al- | 
terations, exterior and interior, on its | 
building at 17 East Broughton Street, | 
Savannah, Ga. Mr. Lesser said new | 
glass show windows are being installed | 
upon a light-colored granite “bulk- 
head.” New plate glass doors and an | 
extended second floor are among the) 
major changes. 
+ * * 

Harry Butler, owner of Butler’s 
Bootery, Bradenton, Fla., has purchased | 
the shoe department of Viola Todd, wo- 
men’s specialty shop in Tampa from 
Frank Carpenter. Acquisition of the 
Tampa business will have no effect on 
his Brandenton operation, Mr. Butler 
said. The Tampa shoe department will 
continue under the management of 
James LaBrot, who has directed that | 
operation for the past eight years. Mrs. 
Mildred Lynch will be in charge of the | 
hosiery and handbag department. 

+ * o 


Lewis C, Johnson has been appointed | 
manager of the shoe department for | 
Bond Clothes, 152 Main Street, Dallas, | 
Tex. He has been in the shoe business 
in Dallas for 10 years. 

+ + ok 

Ludwig’s Shoe Stores, in business in 
Cincinnati for 26 years, are expanding 
with a new store in Swifton Shopping 
Center at Reading Road and Seymour 
Avenue, John S. Ludwig revealed. 

+ + + 

Gerald H. Haensler has been named 
manager of the Burt’s Shoe Store at 
1247 Woodward in Detroit. Mr. Haens- 
ler came from Cleveland. 

+ * * 


John McAleer, has been with 





who 
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Mueller Shoes in eastern Detroit 
for three years as a salesman, has 
resigned to take over the management 
of the nearby Junior Boot Shop. Philip 
Krysinski, a partner in the boot shop, 
has gone into the insurance business. A 
second unit is being built at 18871 East 
Ten Mile Road in suburban Roseville. 
The new store will be managed by 
James R. Kosloskey, another partner. 
The remaining partner is Donald 


Harry Hoffenbloom, formerly a part- 
ner in Famous Brands Shoes, is taking 
over the two West Side stores of the 
Detroit chain at 9047 Twelfth Street 
and 5501 West Warren Avenue, under 
the banner of Name Brands Men’s 
Shoes. The two stores on Woodward 
Avenue will continue to operate under 
the Famous Brands name with former 
partner, Morton C. Robins, as_ sole 
owner. 

* os * 

New president of the bustling Up- 
town Plaza Merchants Association in 
Phoenix, Ariz., is Carl B. Milder, owner 
of Milder’s Children’s Wear and Shoe 


Wiethoff. 


DREW shoes boost profits-and 


profits are the measure of success! 


Shop in the Plaza. 


SOROS Se — 
Our dealers are making greater ~~ 
profits with higher maintained ¥ 

mark-ups on DREW SHOES. 
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DREW shoes simply out-perform 
others with — 


I 


@ Fresh, new styling 


} © Superior fit and tremendous repeat business 


—not subject to chain store competition 
@ Always IN-STOCK for greater turnover 


@ Extra sales and profits at $15.95 to $16.95 
retail—the volume price in the quality field 


Special financial assistance to 
stores and qualified persons 
starting in this field 





@ Many doctors recommend our basic shoes 


— 


—— — 


eg 


THE DANE—No. 52325, red calf, $9.50; No. 
12325, black calf, $9.25. Here's fresh, 
new styling in a pretty, excellent fitting, 
elasticized pump. On our 014 last, 
14/8 Cuban heel, IN-STOCK. 
Sized AAAA, 7 to 11; AAA, 

62 to 11; AA, A, 6 to 11; B, 5% 
to 10; C, 5% to 9. 


pet A AL, ice) i 8 ote) titel 7 wale), | 


LANCASTER, OHIO (NEW YORK OFFICE — 746 Marbridge Bldg.) 
(LOS ANGELES OFFICE — Suite 610, Warner Bros. Theater Bldg.) 


DR. HISS SHOES e BLUE GRASS SHOES ° DR. A. REED CUSHION SHOES 
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BACK TO SCHOOL IN 


>REMAS 


'@ Available in drawstring style, or 
exclusive ELASTI-FLEX completely 
elasticized 

© Mellow FULL GRAIN uppers, lined 
or unlined — real gloves for the feet 
for ease in pointing 

® Flexible chrome leather sole, 
CEMENTED AND LOCKSTITCHED for 
long wear 

©@ Best sellers for STREET WEAR too 
'@ America's greatest value to retail 
at $2.98 
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HANDMADE 


HAND-LASTED BEST IN BALLET 






The industry's standard 
of quality — yet at the 
LOWEST prices! 


PRIMA 


Theatrical Footwear, Ine. 
547 Wager Street, Columbus 6, Ohio 


World's Congest manufacturer and, distributor of dance footwear 


Write for catalog TODAY! 





Obituaries 





Napoleon J. Fleurant 


GARDNER, Mass.—Napoleon J. Fleur- 
ant, a life-long resident of Gardner, 
who retired three months ago as man- 
ager of the shoe department of the 
Goodnow-Pearson Company here, died 
after a long illness. He was 72. 

Mr. Fleurant was employed by 
Goodnow-Pearson for 52 years. 

A former member of the City Plan- 
ning Board, he was active in local 









affairs. He was founder of Conseil 
Graton, L’Union St. Jean Baptiste 
d’Amerique and Les Bons Amis. He 
was a charter member of the Gardner 
Elks, a member of Hillcrest Aerie of 
Eagles. 

He is survived by his widow, Mrs. 
Louisa Fleurant; a son, the Rev. Ray- 
mond Fleurant of New York City; 
three daughters, Antoinette Fleurant, 
Mrs. Loretta Spofford and Mrs. George 
Stanley, all of Gardner; two brothers, 











Delphis Fleurant of Gardner and 
Joseph, of Winchendon; two sisters, 
Mrs. Edmond Roy and Mrs. Armand 
Dorals of Gardner, and six grandchil- 
dren. 





Walter T. Creese 


DANVERS, Mass.—Walter T. Creese, 
who with Henry W. Cook founded the 
Creese & Cook Leather Company here 
in 1901, and who was its treasurer un- 
til 1954, died recently at the Hunt 
Memorial Hospital, here. He was 87. 

Mr. Creese was born in England but 
had made his home in Danvers for more 
than 55 years. After becoming a citizen 
of the United States, he eventually be- 
came active in politics and served in 
both the Massachusetts House of Rep- 
resentatives and the Senate. While in 
the Senate he served as chairman of 
that body’s taxation committee. 

He was a director, as well, of Naum- 
keag Trust Company, Salem, Mass., 
and a trustee of the Salem Savings 
Bank. He was also very active in 
Masonic affairs and had held high office 
in several lodges. 

Surviving are two sons, Guy T. 
Creese, an executive of Creese & Cook, 
and Bertram W. Creese, an executive 
secretary of the Massachusetts Leather 
Manufacturers’ Association; two 
daughters, Mrs. Mildred L. Goodnow of 
Danvers, and Mrs. Helen F. Lash of 
Easthampton, Mass.; two sisters and a 
brother. 





John Van Coevering 


GRAND LEDGE, Mich.—John Van Coe- 
vering, prominent shoe merchant here 
several years, died of a heart attack 
at his home recently. He was 65. A 
brother of Jack Van Coevering, noted 
Michigan outdoor writer, he was the 
owner-operator of Van Coevering-Jol- 
man shoe store on Washington street. 

Born in the Netherlands, he came 
here with his parents when 12 years 
old. His father, Nicholas Van Coever- 


| ing, operated a shoe store here and 
| later his sons, John and Arie, took 


over the business, which they operated 
many years as Van Coevering Brothers. 
Arie died in 1949, 

Surviving are his widow, Angie Van 
Coevering; four daughters, Mrs. Clar- 
ence Johnson, Mrs. Martin Start, Mrs. 
Jack Rosema and Mrs, Arthur Tieman; 
two sons, John and Donald; two broth- 
ers, Gerrit and Jack; two sisters, Miss 
Angie Van Coevering and Mrs. Russell 
Peterson, and eight grandchildren. 


The family of the late James A. 
Lonergan expressed a wish to 
thank, through the columns of this 
publication, all his friends in the 
shoe business for their kind ex- 
pressions of sympathy at the time 
of his death. 
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Harvey W. Conn 


St. Louris—Harvey W. Conn, 66, vet- 
eran International Shoe Company sales- 
man, died recently at Hot Springs, 
Calif., following a heart attack. Mr. 
Conn was vacationing with his wife, 
Miriam, at the time of his death. 

A resident of Carmel Valley, Calif., 
Mr. Conn began his career with Inter- 
national’s Friedman-Shelby division in 
1922. Later he worked for Continental 
Shoemakers and for Vitality when that 
branch went into men’s shoes. During 
this period he traveled the Mountain 
States. 

Mr. Conn was transferred to the 
newly organized Winthrop division in 
1934, and in 1944, when the West Coast- 
Mountain States territory was divided 
due to an increase in sales volume, he 
took over the entire state of California. 
His death marks the last of the original 
group of Winthrop salesmen. Mr. Conn 
was a Mason and a member of the 
West Coast Shoe Travelers. 

A native of Canada, Mr. Conn is sur- 
vived by his widow, a son and a daugh- 
ter. Funeral services were held at For- 
est Lawn Cemetery Chapel in Glendale, 
followed by burial there. 


James A. Kelly 


PHILADELPHIA, PA.—James A. Kelly, 
who had been vice-president in charge 
of manufacturing at Newton Elkin 
Shoe Company for the past 13 years, 


died here recently after a short illness. 


He was 68. 

For some months prior to his death, 
Mr. Kelly had been on a semi-retired 
status and had acted in an advisory ca- 
pacity to the company. He was well- 
known in the shoe industry, having de- 
voted his entire life to the making of 
shoes. He started with his father in 
Brooklyn and then moved to Philadel- 
phia in his early twenties and was as- 
sociated with high-grade women’s shoe 
manufacturers for more than 40 years. 

His supervisory experience spans the 


era of change in shoe manufacturing 


from turns to the cement process and 
he was instrumental in developing 
many of the techniques adapted in the 
making of women’s fine quality foot- 
wear to the cement process. 

He is survived by his widow, Henri- 


etta; a son, James A. Kelly, Jr. of San 


Francisco and a daughter, Mrs. Allan 
Johnston of Odessa, Tex. 





Max R. Lehner 


Boston—Max R. Lehner, who was 
executive head of three companies mak- 
ing products used in the shoe industry, 
died recently in the Beth Israel Hos- 
pital, here, at the age of 61. His home 
was at 103 Blake Street, in suburban 
Newtonville. 

For many years he had served as 
president and treasurer of Hy-Grade 
Shoe Findings, Inc., Cushion Pad Fab- 
ricators, Inc., and the Vulplex Com- 
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FREE KLEENETTE 
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WHITE SHOE LEATHER 


TAGS NOW AVAILABLE FOR 
CHICAGO 22, ILLINOIS 





SEE KLEENETTE AT BOOTH 103 « FALL LEATHER SHOW 


pany. The two former companies have 
plants in Boston; the latter is in North 
Abington, Mass. 

Mr. Lehner, who was a veteran of 
World War I, leaves his widow, Mrs. 
Sarah Nowick Lehner; three daughters, 
Mrs. Irna Lubin of Newton, Mass. and 
Mrs. Louise Averback and Mrs. Doris 
Weiner, both of Newton Center; and 
four brothers. 





Julius Starkman 


WAKEFIELD, MAss.—Julius Starkman, 
who owned the Elite Quality Shoe Shop 





at 386 Main Street, this city, died re- 
cently in the New England Sanitarium 
and Hospital following a long illness. 
He was 64. 


In 1919, Mr. Starkman purchased the 
business from a former owner who op- 
erated a shoe store at the corner of 
Main and Princess Streets and, after 
20 years at that location, moved the 
store to its present site. 


He is survived by his widow; a son, 
Harold of Newton, Mass.; and a daugh- 
ter, Mrs. Marilyn Greenberg of Rich- 
mond, Va. 
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how to 

ring up an extra 
sale with every 
pair of dance 


footwear 













a 


pence 


Surveys prove that a valuable 
extra sale can easily be made by 
showing your customer a 

Princess Leotard of the time she 
buys her dance footwear. 
"Spring-Knit" of durene yarns, 
the Princess “gives” with every 
Talon fastener. 
Elastic in legs. Black, Red, Royal 
and Copen Blue, Pink and Aqua. 
Sizes 2-14 — $2.25; 
10-20 — $2.50. 


body movement. 


Endicott-Johnson Reports 
Substantial Sales Increase 


ENnpvicott, N. Y.—Endicott-Johnson 
Corporation reported a substantial in- 
crease in sales and a small decline in 
net profit for the first six months of the 
fiscal year ended June 2. 

Sales were $73,557,466 compared with 
$66,387,291 in the corresponding period 
last year, and net earnings after taxes 
were $1,497,003 compared with $1,551,- 
995 last year. 

Inventories were $46,102,198 com- 
pared with $40,970,486 last year. Fin- 
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BERNED SHCE CO. 


Manufacturers — Distributors 
207 ESSEX ST., BOSTON 11, MASS. 





Financial News 





ished footwear on hand and in the 
company’s retail stores amounted to 
$28,859,593, an increase of $3,568,355 
over a year ago. Footwear in process 
increased slightly to $2,074,201, raw 
materials increased from $12,573,083 to 
$13,967,093, and miscellaneous supplies 
showed little change at $1,201,311. 

Current assets were $74,139,647 com- 
pared with $65,679,138 a year ago and 
current liabilities were $29,352,652 com- 
pared with $20,537,170. 

This year’s provision for Federal 
taxes was $2,140,000 against $1,375,000 
last year. Expense items showing in- 
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creases this year included depreciation, 
maintenance and repairs, retirement 
plan, officers’ compensation, social se- 
curity taxes and rents. 





Meeting Considers Change 
In Shoe Corporation Common 


CoLuMBus, O.— The Shoe Corpora- 
tion of America notified holders of Class 
A common shares of a special meeting 
scheduled for the morning of Aug. 
14, at which the following principal 
proposals were to have been recom- 
mended by the board of directors, ac- 
cording to Robert W. Schiff, president 
and treasurer: 
¢ To change the present common shares 
from shares without par value to shares 
having a par value of $3 each and to 
split the present Class A common shares 
and issue four of the new common 
shares for three of the Class A common. 
© To eliminate fractional common 
shares when shares are called for ex- 
change, as they will be upon the adop- 


shareholders. 
* To consider the approval of a re- 


key officers and employees. Such a plan 


at a meeting held March 16, 
e To reclassify the 250,000 preferred 
shares now authorized and to increase 
the number so the company may be 
authorized to have outstanding 450,000 
preferred shares. All of the presently 
outstanding preferred shares have been 
called for redemption as of July 27. 
Such outstanding shares consist of 3,314 
shares of Series A; 2,132 shares of 


all of which are cumulative and with 
no par value. 
° In order to accomplish the foregoing 
it is proposed to (1) adopt amended 


such changes and certain formal 
changes, which will supersede the pres- 
ent amended articles, (2) adopt an 
amended code of regulations, and (3) 
adopt a resolution approving the re- 
stricted stock option plan. 

Shoe Corporation of America owns 
and operates a chain of popular priced 
family type, retail shoe stores including 
12 Schiff Shoe Stores in metropolitan 
Columbus. 


U. S. Rubber’s Net Sales 
Set a First-Half Record 


New York—Net income of United 
States Rubber Company for the first 
six months of 1956 was $18,659,- 
106, equivalent to $2.97 a share of 
common stock, H. E, Humphreys, Jr., 
chairman, reported to stockholders. 
This compares with last year’s first six 
months of $19,005,463, equal to $3.03 
a share. 

Net sales for the first half set a new 
record of $464,095,454. The previous 
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record of $457,039,061 was set in the 
first half of 1955. Net income was four 
per cent of sales in the first six months 
of this year, compared with 4.2 per 
cent in 1955. 

Net sales for the second quarter 
totaled $234,445,800, compared with 
$231,877,980 in the second quarter of 
1955. Sales were $229,649,654 in the 
first quarter of this year. Net income 
for the second quarter was $9,555,758, 
or $1.53 a common share, compared 
with $9,065,187, or $1.44 a share, in the 
second quarter of 1955. Net for the 
first quarter of this year was $9,103,- 
348, or $1.44 a share of common stock. 

Both quarterly and six months per 
share earnings figures for 1955 are ad- 
justed to reflect a two per cent stock 
dividend declared last December which 
increased the number of common shares 
outstanding from 5,302,124 to 5,408,- 
161. 

Provision for federal and foreign in- 
come taxes, and renegotiation of de- 
fense business for the six months 
amounted to $20,542,036, compared 
with $24,476,875 for the similar period 
of 1955. 

Current assets on June 380 were 
$416,877,615, compared with $369,588,- 
943 a year ago. Current liabilities were 
$135,062,788, compared with $143,292,- 
158. Net quick assets totaled $281,- 
814,827, compared with $226,296,785. 


Shoe Store Bulletin Board 
Ingenious Merchandising Aid 


DENVER — A “permanent record” of 
newspaper advertising which is always 
available for check at a glance is an im- 
portant merchandising asset at How- 
ard’s Shoes, to outstanding family shoe 
store in the University Hills Shopping 
Center, here. 

The “permanent record” is simply a 
huge cork-surfaced bulletin board, lo- 
cated on the right wall of the office, with 
dimensions of six by four feet. Up on 
the wall out of the way, the board is 
used to set up a display of newspaper 
ads, clipped as each one appears, in 
chronological progression. 

Covering an entire year at a time, 
the series of newspaper ads_ keeps 
Howard’s Shoes always posted on what 
shoes have been advertised before and 
the trend of promotion. 

When a customer comes in and asks 
for a pair of shoes like those which he 
had purchased at a previous sale, but 
cannot describe them adequately enough 
to enable the salesman quickly to rec- 
ognize the style, color, price or brand, 
she is invited to step into the office and 
select from the row of display ads 
which goes back more than a year. 

“Our old ads are likewise a source of 
good ideas,” a spokesman said, “when 
we are temporarily at a loss for some- 
thing effective in the way of newspaper 
promotion, it isn’t any problem to draw 
some inspiration from the row of tear 
sheets.” 
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Edison Brothers Stores 
Schedules More Additions 


St, Louis—As part of its expansion 
program Edison Brothers Stores, Inc., 
plans to open six additional units, it 
was announced recently by a spokes- 
man for the firm. Three are Chandler’s 
and three are Baker’s. 

A Baker’s and a Chandler’s are cur- 
rently under construction in the Roose- 
velt Field Shopping Center, Garden 
City, Long Island. Macy’s Department 
Store is the chief tenant in this develop- 
ment. The Baker’s store will have both 
front and rear entrances of white brick, 
with the rear facade extending into the 


store to frame the four show windows 
directly into the wall. Crab Orchard 
stone in shades of pink will be the 
dominant elevation material for the 
Chandler’s store. The Chandler’s in- 
terior will be of the salon variety, with 
serpentine walls and two level ceiling. 

Two new Chandler’s stores will be 
opened in shopping centers in Cali- 
fornia, one in Panorama City, which is 
a suburb of Van Nuys, and the other 
in San Mateo. 


One new Baker’s is scheduled for 


downtown Peoria, Ill. A new Baker's 
in the Lakeside Shopping 
Denver 


will open 
Center in 
August. 
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Retailers who know demand “VELVO,” featured 


by shoe manufacturers everywhere, and preferred 
y y I 


by the most discriminating buyers. 


“VELVO” is modernly flexible for all shoe types, 


is moisture absorbing, non-curling, non-cracking, and 


long wearing. 


It is the perfect foundation for repeat shoe orders, 


all along the line. 
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First Edition ‘Hides and Skins’ 
Coming Off the Press Soon 


CHICAGO—Limited to a first edition 
of 3,100 copies, the long awaited book, 
“Hides and Skins,” a thorough and 
comprehensive work on the rawstock 
for leather, will be off the press shortly, 
according to John K. Minnoch, execu- 
tive director of National Hide Asso- 
ciation. 

This book is a collection of articles 
by authorities on their respective sub- 
jects, based on lectures given at the 
two hide training classes sponsored by 
the Education Committee of National 
Hide Association. Leaders in the hide 
industry who have done the proofread- 
ing refer to “Hides and Skins” as the 
“best ready reference” of the trade, so 
extensive is its information. 

“There is nothing similar between 
the covers of a single book,” says Mr. 
Minnoch, who calls it the accomplish- 
ment of topflight trade executives. “I 


feel the content of this book is invalu- 
able and the possibilities to which it 
may be put immeasurable.” “Hides and 
Skins,” the only text book of its kind 
in the industry, represents hundreds of 
man-hours and an aggregate of more 
than 1,000 years of experience on the 
part of those who compiled it. It traces 
the development of rawstock all the 
way from cattle on the ranges to hides 
and skins that have been fully pre- 
pared for the tannery. 

Distribution of the book has been 
awarded to The Jacobsen Publishing 
Company, 300 West Adams Street, Chi- 
cago 6, Ill., and the price of the book is 
$8.75. 


Chilton Company to Publish 
Publicity Guide for Business 


PHILADELPHIA— The Chilton Com- 
pany, publisher of Boot AND SHOE RE- 
CORDER, will publish a public relations 
book, “How to Get Industrial and Busi- 











IN-STOCK IN 19 cities 
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HUSSCO SHOE CO., 1328 Broadway, New York 1 - 


” 


Retail Fair Traded 


ness Publicity,” this September. The 
author is Charles E. St. Thomas, man- 
ager of advertising and sales promotion 
for General Electric’s Carboloy divi- 
sion, 


Starting off with the bold statement, 
“Industry and publicity were wedded 
in a shotgun ceremony just before the 
turn of the century,” Mr. St. Thomas 
covers the important background of the 
subject and goes on to a complete step- 
by-step treatment of what any firm 
must do to get efficient and effective 
publicity. 

How to Organize for Publicity, Forms 
and Working Procedures, How to Re- 
lease Publicity, Personal Contact with 
the Press, Measuring and Reporting 
Publicity, Relationship of Publicity to 
Advertising and Sales, are some of the 
important and helpful chapters. 


Richard H. Morris, president, Society 
of Business Magazine Editors calls it 
a book “. . . of value to everyone in- 
terested in effective publicity.” Avail- 
able at all book-stores. $5.00. 


Factories: Honesdale, Pa. In Canada: Canada West Shoe Co., Winnipeg 
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Management Conference Talks 
Now Available in Book Form 


Management for Tomorrow. Proceed- 
ings of the Eighth Annual Conference, 
Society for Advancement of Manage- 
ment, Philadelphia Chapter. 179 pp. 
Philadelphia: Chilton Company. $6. 

The proceedings of the Eighth An- 
nual Conference of the Philadelphia 
Chapter of the Society for Advance- 
ment of Management have been made 
available in book form for all those 
interested in progressive management 
policies and techniques. The subjects 
discussed include all the key areas of 
interest in such basic fields of manage- 
ment as general administration, pro- 
duction, distribution, finance and indus- 
trial relations. These subjects are dis- 
cussed by outstanding personalities in 
the field, professional management con- 
sultants, executives and administrators. 

The Society for Advancement of Man- 
agement has earned its present posi- 
tion as the national professional or- 
ganization of management in industry, 
commerce, government and education 
through the activities of 150 SAM 
chapters throughout the United States 
and Canada. Membership is drawn from 
top-level management in all fields. De- 
velopment of management is furthered 
by such projects as conferences, clinics, 
seminars and round-table discussions. 

The book includes the questions and 
answers that followed the development 
of each topic. Photographs and brief 
biographies of the participants are in- 
cluded. 


Retailer Finds Kids’ Gifts 
Are Good Traffic Investment 


SaLt LAKE Crry—Sending an actual 
birthday gift to every girl under 12 
and boys under 6 yealy has brought an 
increase in children’s shoe sales at Ma- 
koff’s here, according to E. Spitzer, 
manager. 

The program, in force around a year, 
is designed to create the sort of good 
will which will bring juvenile shoe cus- 
tomers back year after year, according 
to Mr. Spitzer. 

Under the plan, sales personnel in 
the department get the youngster’s 
birth date from each parent and with- 
out making any promises of any sort 
transfer the name, address, and age in- 
formation to a file card kept in the 
office. Then, five days before the child’s 
birthday approaches, a gift is sent such 
as a charm bracelet, top or cap pistol. 

The fact that the gift is a complete 
surprise is its chief advantage, Mr. 
Spitzer reports, and many parents 
drop back shortly after receipt of the 
gift to thank shoe department person- 
nel, The number of “repeat sales” which 
have been developed is impressive, Mr. 
Spitzer also reported. 
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OVER 90 STYLES IN-STOCK... 

Each and every one of the more than 60 fast-selling num- 
bers in the JUDY ’N’ JERRY line of Infants’ and Children's 
shoes are factory-stocked for speedy SIZE-INS ... you 
save time, money, inventory! 


1 OR 1,000 PAIRS DELIVERY... 


Immediate shipment of any quantity — whether one or one 
thousand pairs! 


udyn erry NO EXTRA COST... 
You pay no more... even for a SIZE-IN of a single pair! 


Judynjerry 


INFANTS’ AND CHILDREN’S SHOES 
TO RETAIL FROM $2 69 To $5 50 


For free catalog or salesman’s call, 


write to: SHERMAN BROS. SHOE MFG. CO. 230 JACKSON ST., LOWELL, MASS. 
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What’s New 





Ripon Knitting Works 
Introduces Convertible Boot 
RiPpon, Wis. — A new convertible 
upper is a feature of the very light 
weight beach boot now being made by 
the Ripon Knitting Works, here. Up- 
pers are of soft tannage cowhide lined 





The new moras convertible beach boot 

can be worn with the top up or down. 

The leather upper is in contrasting color 
with cotton flannel lining. 


with cotton flannel, while soles and 
heels are American Biltrite sof-cel. 
Tops may be worn up as conventional 
chukka boot style or down as a moc- 
easin or oxford. A pair weighs about 
10 ounces. They are available in cream 
or taffy-tone in men’s sizes 7 through 
12, and are priced at $41.50 a dozen, 
to retail at $5.95. 
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Boot Safety Cleats Enable 
Fishermen to Maneuver 


LARAMIE, Wyo.—Faith in a firm not 
yet two years old, CMG Industries of 
Laramie, has paid off for a group of 
Wyoming, Colorado and New York 
stockholders. 

With the introduction of its newest 
product, Leech Kleets—a boot safety- 
cleat that enables fishermen to wade in 
fast water and maneuver over slippery 
rocks, the young firm has been swamped 
with orders from distributors through- 
out the United States and Canada. 

According to former University of 
Wyoming professor, Warren Mallory, 
now CMG president, Leech Kleets were 
invented by Leland Nelson of Denver. 
Mr. Nelson’s wife was unable to fish 
in rocky mountain streams because of 
a back injury which made it difficult 
for her to walk. According to Mr. Mal- 
lory, within a short time the name of 
the corporation, which bridges the gap 
between the inventor and the world- 
wide market, will be changed to Ideas, 
Inc. The company deals with products 
new, simple, patent protected, and hav- 
ing volume possibilities. 











Linda Woody of Laramie, Wyo., is all 

set fo snare a big one as she prepares 

fo go wading in Leech Kleets, a light, 

flexible, non-slip boot cleat made of 

special metal alloy that straps on wad- 
ers and boots. 
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This Geodesic Fashion Dome, sponsored jointly by International Shoe Company, 

Brown Shoe Company and the Associated Retailers of St. Louis, will be the focal 

point of the Mid-America Jubilee on the St. Louis riverfront during September. 

The base of the nylon-lined aluminum structure is a concrete moat, giving the 
impression that the dome is floating on a pool of water. 


St. Louls—Visitors to Mid-America 
Jubilee, on the St. Louis riverfront dur- 
ing September, will experience a “first” 
when they view the Geodesic Fashion 
Dome, located in the heart of the Jubi- 
lee exhibit area. 

The Fashion Dome, sponsored jointly 
by International Shoe Company, Brown 
Shoe Company and the Associated Re- 
tailers of St. Louis, will dramatically 
display apparel arts and related fashion 
items. Both men’s and women’s wear 
will be featured. 

Among the many exhibitors who have 
reserved space in the Fashion Dome are 
Brown Shoe Company, International 
Shoe Company, Associated Retailers of 
St. Louis, Fashion Creators of St. 
Louis, Forest City Manufacturing 
Company, Fouke Fur Company, Gode- 
froy Manufacturing Company, Prince 
Gardner Company and Elder Manufac- 
turing Company. 

Designed by Geodesics, Inc., and fab- 
ricated in Durham, 'N. C., by the New- 
ton Instrument Company, the Geodesic 
Fashion Dome is constructed of three- 
inch aluminum tubing and aluminum 
hubs, with a geon-coated nylon skin sus- 
pended from inside the structure. It 
has been designed and tested to with- 
stand all types of weather, including 
winds of more than 100 miles per hour. 

This unique spherical dome measures 
100 feet in diameter and encloses 8,000 
square feet of floor area without any 
interior supports. 

After dark the dome will be dramati- 
cally lighted with constantly changing 
colors visible through the translucent 
skin. The specially-designed revolving 
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light tower was engineered by the Otto 
K. Olesen Company of Hollywood. Add- 
ing to the uniqueness is the base of the 
structure which, in effect, is a concrete 
moat conceived and engineered by the 
Jubilee’s art director and designer, 
Jack Robinson. The moat gives the im- 
pression that the dome is floating on a 
pool of water. 

The Fashion Dome will include an 
ingenious theater in the round for the 
presentation of fashion shows several 
times daily, plus musical, horticultural 
and other special events of particular 
interest to women. A continual musical 
program will be provided by a huge 
Allen organ, reputedly one of the larg- 
est instruments of its type ever to be 
displayed in the St. Louis area. 

A prototype of the Jubilee Fashion 
Dome was recently chosen by the U. S. 
Department of Commerce, Office of In- 
ternational Trade Fairs, to be a focal 
point of the American exhibit at the 


International Trade Fair at Kabul. 
Afghanistan, which will feature ex- 
hibits from both noncommunist and 


Iron Curtain countries, representing 
the latest in worldwide engineering and 
technology. 

Geodesic structures were invented 
and patented by R. Buckminster Fuller, 
noted engineer and author and presi- 
dent of Geodesics, Inc. 





Goodrich Annex in Canada 

KITCHENER, ONT.—A $400,000 addi- 
tion is to be built to the B. F. Goodrich, 
Ltd., plant here. It is expected to be 
completed early next year. 





New Firm to Produce 
Plastic Overshoes, Rubbers 


BuFFALO, N. Y.—The newly-formed 
Plastimold, Inc., was scheduled to start 
production of plastic overshoes and 
rubbers August 15 in a new $150,000 
plant being built in Telegraph Road, 
Middleport, N. Y. 

Initial production of a total of 5,000 
pairs of overshoes and rubbers a day 
is planned, said Plastimold secretary- 
treasurer Charles Cary, attorney with 
the Buffalo law firm of Diebold & 
Millonzi. Mr. Cary said the 15,000 
square-foot plant will employ about 150 
workers at first, mostly unskilled wo- 
men. He added that production and 
employment increases are anticipated. 

The plastic overshoes and rubbers 
will be produced under a_ patented 
process used in Canada since 1952. A 
Canadian group has licensed four com- 
panies in Canada to produce the prod- 
ucts and has also licensed the U. S. 
tubber Company and the B. F. Good- 
rich Company to turn them out in this 
country, Mr. Cary declared. 

Edward Goddard, who is moving to 
Middleport from Brampton, Ont., is 
manager of the new plant. Other officers 
of Plastimold are: 

President, Alan L. Skaith, Toronto; 
vice-presidents, Eric Dent, Toronto, and 
Sidney Porter, Brampton—who is in- 
ventor of the process. 





Textileather to Present New 
Vinyl Uppers at Allied Show 


ToLEDO—Toledo Duo-Ply, a new viny] 
upper material with built-in lining for 
women’s and children’s shoes will have 
its premier showing at the Allied Shoe 
Products Show, August 19-22, in the 
Belmont Plaza Hotel, New York City, 
by the Textileather division of The 
General Tire and Rubber Company of 
Toledo. 

The material is in itself an upper 
and a lining together, Textileather 
officials report. They say it has all the 
plumpness and body necessary for the 
upper stock of shoes and will eliminate 
for many types of shoes the now nec- 
essary operation of combining a lining 
to the upper material. Its use is ex- 
pected to produce a savings in labor 
and operations time for the shoe manu- 
facturer. 

The material will be shown in the 
several patterns available and will also 
be made up in several types of women’s 
and childrens shoes. 

Some of the patterns and effects that 
will be shown in the new Tolex Duo- 
Ply will be equally new, including em- 
bossed and super finished reproductions 
achieved through a new process de- 
veloped by Textileather’s Forrest divi- 
sion. These techniques aim at captur- 
ing all the fine details of woven leathers, 
soft fabrics, straws, and natural fibers 
of all types. 
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Retiring President with A. C. Lawrence 43 Years 


Peasopy, Mass.— Harold N. Good- 
speed, president of the A. C. Lawrence 
Leather Company and a vice-president 
of Swift & Company, retired August 1, 
after 43 years of service. 

A graduate of Harvard University, 
he started working for A. C. Lawrence 
in 1913 while still a student at Harvard. 
Starting as a stock boy in the Sheep- 
skin Glove department in Peabody, he 
was transferred a year later to the 
company’s Boston Store Shipping de- 
partment. A month later, he was re- 
turned to Peabody as an assistant fore- 
man in the Pickled Sheepskin depart- 
ment. In 1917, he became a sheepskin 
rawstock buyer and, four years later, 
became an assistant in the office of the 
president, Willis R. Fisher. 

In 1927, Mr. Goodspeed became man- 
ager of the company’s Sheepskin and 
Shearling division and, four years later, 
he was named vice-president and direc- 
tor of the National Leather Company 
and A. C. Lawrence Leather Company. 
In 1986, he was elected president of 
A. C. Lawrence and the National 
Leather Company and also a director 
of Chilhowee Extract Company. In 
1953, he was elected a vice-president of 
Swift & Company. 

A director of the Tanners’ Council 
of America, Mr. Goodspeed is also a 
vice-president and director of the 
Wakefield Cooperative Bank, and a di- 
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COOL Seaman Proposition 
Bricconés Italian Style Casuals 


BE ready for your biggest casual selling season when 
American men go out-of-doors this Summer. Your cus- 
tomers will be looking for Briccones gay, carefree casuals 
with wonderful fitting qualities. They come in rich smooth 
effects and feature Lion’s 

sole. Watch them walk 
ere are other Lion sandals 
for men, women, and children, all profitable retailers. 
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SELLING PREMIUM WHITE 
SHOE CLEANER IN THE NATION! 


Nationally <a on TV and in LI F E 


Also advertised in Saturday Eve. Post, Look, R.N., Parents, 
Parade, Everywoman’s, This Week, McCall's, Baby Care and 
Local Newspapers F. Coast-To-Coast. 


Hollywood Shoe Polish, inc., Richmond Hill 19, N. Y. 
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the DISPOSABLE try-on socks 


Order from your jobber, or write for free sample and 


Sandals. 
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NEW YORK, N. Y. 


D&K COMPANY, Inc. 





Ithaca, N. Y. 











HAROLD N. GOODSPEED 


rector of the Wakefield Savings Bank 
and the Warren National Bank of Pea- 
body, and a director and member of the 
executive committee of the Wakefield 
Trust Company. He is also a trustee 
of Bates College, Lewiston, Me. 
During the Second World War, Mr. 
Goodspeed served on the Upper Leather 
Industry Advisory Committee, the 
Leather and Footwear Group of the 
Quartermaster Association, and the 
Leather Industry Advisory Committee 
of the National Production Authority. 
Mr. Goodspeed’s elder son, Harold N. 
Goodspeed, Jr., a former A. C. Law- 





rence employe, was killed in action 
during the Anzio Beachhead invasion 
in World War II, where he was an in- 
fantry lieutenant. His other son, Rob- 
ert F. Goodspeed, is now sales manager 
of the Shearling division at A. C. 
Lawrence. 


Textileather and Respro 
Divisions Personnel Changes 


ToLepo—Three changes in the sales 
department of the Textileather division 
of The General Tire & Rubber Company 
have been announced by G. H. Mc- 
Greevy, director of sales. 

Richard Nutt has been promoted to 
assistant district manager for the west 
coast with headquarters in Los Angeles. 
John R. Lange replaces Mr. Nutt as 
product manager in charge of sales to 
furniture and allied manufacturers 
while John L. Howald has been named 
product manager handling sales to 
luggage, leathergoods and shoe manu- 
facturers. 

Promotion of Lawrence D. Bragg to 
acting general manager of The General 
Tire & Rubber Company’s Respro di- 
vision has been announced by J. E. 
Powers, vice-president in charge of 
plastics. The new assignment becomes 
effective immediately. 

The Respro division is located in 
Cranston, R. I. and manufacturers plas- 
tic sheeting for use in the handbag, 
footwear, novelty and upholstery fields. 
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Army ‘Instrument’ Aids Sole Traction Study 





Machine currently being used in tests by the Quartermaster Research and Develop- 

ment Command to test the traction of new sole types for use on Army combat 

boots. Any type of terrain can be simulated and ramps are adjustable to any 
gradient between zero and 45 degrees. 


NATICK, MaAss.—Tests to determine raphy studies. 


the best type of cleated soles and heels 
for use on Army combat boots which 
heretofore have been equipped with 
ribbed bottoming, are currently being 
conducted here at the headquarters of 
the Quartermaster Research and De- 
velopment Command. 

Initial tests have been made using 
five newly-designed cleated patterns 
originally recommended in 1954 by the 
Rubber Sole and Heel Advisory Com- 
mittee. Object of the tests is to deter- 
mine which type will give the best trac- 
tion under all known terrain conditions. 

In these tests an ingenious machine, 
known as the “Adjustable-Angle Trac- 
tion Test Incline,” is used. The ma- 
chine consists of an 18-foot steel tower 
to which are hinged two 18-foot ramps 
which by the use of hand winches, can 
be given any gradient between zero and 
45 degrees. 

On these ramps can be placed pallets 
simulating any condition of terrain— 
ice, snow, mud metal surfaces, rocks, 
concrete, gravel, shale, or grass. Each 
ramp is bordered by steps and guide 
ropes as a safety precaution during the 
making of slow-motion and still photog- 


The adjustable angle feature is im- 
portant, it is said, because it can be 
used to indicate the degrees of gradient 
at which any given type of outsole will 
function efficiently. 

The new machine, or instrument, as 
army officers prefer to call it, is a 
Quartermaster adaptation of one de- 
vised by H. Bradley, director of the 
British Boot, Shoe and Allied Trade 
Research Association. This British 
version was studied, while abroad, by 
Dr. S. J. Kennedy, chief of the Textile, 
Clothing and Footwear Division of the 
QM R & D Command. 

A recent demonstration of the new 
“instrument” was attended by repre- 
sentatives of the O’Sullivan Rubber 
Company, Goodyear Tire & Rubber 
Company, Avon Sole Company, Tyer 
Rubber Company, International Shoe 
Company, Endicott-Johnson Corpora- 
tion, Hood Rubber Company, Randolph 
Manufacturing Company, Jones and 
Vining Last Company, New England 
Shoe and Leather Association, United 
Shoe Machinery Corporation, J. F. Mc- 
EKlwain Company and Springfield Col- 
lege, among others. 





Firms Back Atom Research 


CAMBRIDGE, MASss. The nation’s 
first private nuclear reactor for indus- 
trial research went into operation in 
Chicago, financed in part by Dewey and 
Almy Chemical Company Division of 
W. R. Grace & Company. The facility 
will be manned and operated by the 
Armour’ Research Foundation of 
Illinois Institute of Technology. 

According to William L. Taggart, 
executive vice president of Dewey and 
Almy, his firm has joined with 23 
other leading industrial companies to 
back the project. Or the first time, 
industry can conduct reactor studies 
without security restrictions. 
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Promoted at U. S. Rubber 


New YorkK—John W. McGovern has 
been elected executive vice-president of 
United States Rubber Company, effec- 
tive September 1. He will succeed H. 
Gordon Smith, who retires August 31, 
but who will continue as a member of 
the board of directors. Mr. McGovern 
was also elected vice chairman of the 
company’s executive committee. 

Mr. McGovern, a native of Philadel- 
phia, joined U. S. Rubber in 1920 as an 
accountant in Boston. A year later he 
was placed in charge of factory ac- 
counting at the company’s plant at East 
Cambridge, Mass., and 1923 was made 
office manager. 



































































Vaisey Bristol Opens Center 
To Train Puerto Ricans 


PoNCE, PUERTO Rico—Vaisey-Bristol 
Shoe Corporation, Monett, Mo., an- 
nounced the opening of a shoemaker 
training center here as part of a pro- 
gram aimed at doubling its branch op- 
erations in Puerto Rico. 

The center will train up to 300 work- 
ers for a second branch plant here in- 
corporated in Puerto Rico as Bristol 
Shoe Corporation. It will begin produc- 
tion in early 1957. 

Benjamin Hartwell, in charge of the 
center and manager of Bristol Shoe 
Corporation, said Puerto Rican shoe- 
maker trainees are expected to reach 
mainland productivity levels within six 
months. 

The success of worker training pro- 
grams at the company’s first island affil- 
iate, Foot Mits Shoe Corporation, has 
been a major consideration in the de- 
cision to open a second Puerto Rican 
branch plant, Mr. Hartwell said. 

The new factory is expected to reach 
full production by 1958 when it will 
turn out up to 3,600 pairs of shoes daily 
with an annual production of 600,000 
pairs, mainly moccasins, loafers and ox- 
ford pumps for boys and girls. Foot 
Mits, established in 1952, specializes in 
the manufacture of baby shoes, sold 
under the name “Jumping Jacks.” 

By opening a second branch opera- 
tion here Vaisey Bristol’s total author- 
ized capital in Puerto Rico will exceed 
a million dollars or virtually double its 
original investment. The new operation 
will lease a 30,000 square-foot building 
now being constructed by the Puerto 
Rican Industrial Development Company 
at a cost of $200,000. Machinery and 
equipment valued at $200,000 will be 
installed. 

Mr. Hartwell said both Vaisey Bristol 
branch plants are located in Puerto 
Rico’s southern coast because of the 
area’s low humidity, a key factor in 
shoe manufacturing. 

The opening of the second plant is 
expected to reduce the company’s trans- 
portation costs, since most of the Puerto 
Rican output is shipped back to the 
U. S. mainland, and distributed through 
its regular outlets. 

Since 1950 half a dozen shoe manu- 
facturers have established branch 
plants in Puerto Rico under “Opera- 
tion Bootstrap.” Net sales, according to 
most recent government statistics are 
over $4,000,000, with three-quarters of 
production shipped to continental 
United States. 


Shoe Firm Head in Italy 

New YorkK—Dino Sonnino, president 
of Bernardo Sandals, Inc., left for 
Italy August 2. He will spend the 
month of August traveling throughout 
Italy on a combined business and plea- 
sure trip. 
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Textileather Appoints Post Sales Consultant on Styling 


ToLtepo—K. E. Post, of Swampscott, 
Mass., who has been associated with 
the shoe industry for 27 years in 
capacities from styling to retailing, has 
joined the Textileather division of 
The General Tire & Rubber Company, 
G. H. McGreevy, director of sales, 
announced. 

Mr. Post will serve as sales con- 
sultant on styling and merchandising 
to the New England shoe industry. He 
will establish a warehouse and office 
at 16 Proctor Street, Salem, Mass., to 
provide speedier delivery service of 
Textileather’s materials to New En- 
gland shoe manufacturers. 

His first official appearance as a 
Textileather representative will be at 
the Allied Shoe Products Show, August 
19-22 in the Belmont Plaza Hotel, New 
York City. 

Mr. Post started in the shoe industry 
with his father in 1929 operating Post 
Shoe Patterns, Marlboro, Mass., which 
was a styling studio and shoe pattern 
shop serving shoe manufacturers in 
central and western Massachusetts. 
The firm was moved to Boston in 1940 
and became known as the Atlantic 
Footwear and Pattern Company which 
exclusively served Sandler of Boston. 
Mr. Post was an officer of the company 
and was in charge of Sandler’s styling 
and developmental work. 

While with Sandler, Mr. Post was 
assigned to establish a shoe factory in 
Port-au-Prince, Haiti, for the manu- 
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K. E. POST 


facture of women’s shoes from sisal 
hemp. 

In 1947, Mr. Post established his 
own shoe factory, Owens Shoe Com- 
pany, Inc., Salem. A few years later, 
he entered the retail shoe field opening 
a drive-in factory outlet store in 
Salem. He disposed of his interests in 
the factory and store late in 1955. 


Brookfield Takes Over Site 


EAST BROOKFIELD, MAss,—The build- 
ing formerly occupied here by Brook- 
field Mills, an affiliate of the Holliston 
Mills, of Norwood, Mass., has been sold 





to the Brookfield Athletic Shoe Com- 
pany. The new shoe company will spe- 
cialize at first in the manufacture of 
skate shoes but eventually is expected 
to make other types of athletic foot- 
wear. 





Williams Begins Using Annex 


PorTSMOUTH, O.—A new three-story 
addition of concrete and glass to pro- 
vide an added 66,000 square feet of 
floor space has been put into use by the 
Williams Manufacturing Company, 
makers of footwear for women. 

Extended or overhanging floors pro- 
vide some shade from bright sun. 

One floor will be devoted to produc- 
tion with two for storage and shipping. 
The firm has vacated rental space re- 
quired for storage for several years. 

Blaine E. Matthews, president, an- 
nounced that the firm will furnish an 
air-conditioned dining room in space 
previously devoted to office require- 
ments. The firm has operated a mobile 
snack bar for several years. 





Henry Joins Paule Chemical 


CHARLESTOWN, Mass.—T he Paule 
Chemical Corporation announced the 
appointment of Robert J. Henry as its 
representative in the state of New 
York. He will handle the complete line 
of upper leather sprays, water-resistant 
sprays, fillers, edges, antiques, renova- 
tors, repairers, and suede sprays. 
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Cabinets line one wall solidly, from store front back to beginning of executive 
offices, in the newly-remodeled display room of M. S. Rifkin Shoe Company. 


Los ANGELES—If there ever was a 
case of the tail wagging the dog, it 
would be found in the recently-remod- 
eled showrooms of the M. S. Rifkin 
Shoe Company of Los Angeles. In this 
modest 16-foot-wide shop, a stock is 
constantly kept on hand of more than 
a quarter of a million pairs of shoes. 
One of the largest in-stock wholesalers 
in the West, the little 16-foot frontage 
houses a display of more than 300 half- 
pairs constantly on view. 

The little display room is hardly more 
than a false front. About 30 feet deep, 
directly behind the front showroom the 
walls expand to form office areas about 
30 feet wide. 

Behind there, the storage area begins. 
A huge steel loading chute leads down 
to the basement of the building, and 
there the company has more than 7,000 
square feet of stock area. Many thou- 
sands of pairs are shipped every work- 
ing day; shipped, and received, for Mr. 
Rifkin prides himself on keeping his 
selection full, sized-up, and up-to-date. 

M. S. Rifkin is an old-timer in the 
industry, having traveled for the Brown 
Shoe Company for many years. Origi- 
nally in Minnesota, he came to Califor- 
nia many years ago and opened his 
present distributing business in 1948. 
Growth has been constant. He moved 
to his present address in 1947 and has 
been expanding ever since. 

Primarily, he distributes children’s 
footwear, and his major line is that 
of the Ed White Junior Shoe company. 
“Show-Offs” and “Happy Go Luckys” 
comprise a large part of his deliveries. 
He also shows Tyer rubber and canvas 
shoes, Broncos, Sioux Mox, and Ped- 
scriptions. 

Design of the newly-refurbished front 
store was done by Mr. Rifkin himself. 
The work itself was done by a building 
contractor. Motif is restrained, with 
cut stone facine on the exterior laid 
in random rubble pattern. Terrazzo 
pilasters frame his display window. 
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Mr. Rifkin also designed his own in- 
terior layout. In the front display area, 
his cabinet work is so arranged that it 
gives a feeling of spaciousness to a 
very small store. Floor is covered in 
variegated asphalt tile, highly polished 
and reflecting light back to the shelves. 
Building of shelves and cabinet work 
was done by a local cabinet maker, with 
Mr. Rifkin doing the designing and di- 
recting his efforts. 

Mr. Rifkin feels definitely, from an- 
alysing his own customers, that the 
trend is toward the family shoe store. 
He reports that more and more of his 
customers are buyers from stores that 
stock men’s, women’s, and children’s 
footwear. Possibly the large number 
of working mothers has something to 
do with it, he feels. Buying has become 
a hurry-up chore that the family wants 
to do on a one-stop basis. Whatever it 
is, many new shops of this type are 
opening in this area. 

And in the meantime, the huge stor- 
age area behind the small front keeps 
expanding all the time. 


Thornton Leads Operation 
At Beggs & Cobb, Inc. 


WINCHESTER, MAss. — Frank J. 
Thornton has been appointed manager 
and operating head of the Beggs & Cobb 
Tanning Company of Winchester, ac- 
cording to an announcement by Ralph 
E. Nelson, who has vacated that post 
in order to become head of operations 
for the parent company, Beggs & Cobb, 
Inc. The parent company conducts tan- 
ning operations in both Massachusetts 
and Maine. 

Mr. Thornton became associated with 
the company in October, 1945 and, dur- 
ing the next five years underwent train- 
ing in all departments of the tannery. 
In 1950 he was made assistant superin- 
tendent and was advanced to superin- 
tendent in January of last year. 





Huskies’ Ad Campaign Seeks 
To Saturate Teenage Market 


New YorK—More than 500 retail 
and department stores will participate 
in “Huskies Day,” the opening phase 
of a season-long promotion to empha- 
size Huskies’ back-to-school styles, it 
was announced by William Manowitz, 
president of the Hussco Shoe Company. 

A new departure in brand shoe ad- 
vertising, the drive will lead off on 
Sunday, August 26, with a full-page 
advertisement of new fall and winter 
dressy flats, sports shoes and winter 
boots in the New York Sunday Mirror 
magazine. 

Retail outlets will be listed in large- 
space group advertisements in 23 of 
the nation’s leading newspapers. Si- 
multaneously, ads will start breaking 
in 13 national magazines with a com- 
bined readership of 40 million women 
and young women. 

Scores of local retailer ads, drawn 
from Huskies’ new mat folio, now being 
distributed, are scheduled to parallel 
the company’s national advertising pro- 
gram. 

“The advertising phase alone of our 
campaign will be as close to a satura- 
tion of the teenage market as the popu- 
lar price industry has ever achieved.” 
Mr. Manowitz stated. He pointed out 
that the regional group ads would be 
“the first step toward the heavwv store 
traffic our retailer promotions will cre- 
ate this fall.” 

Huskies’ new fall styles have already 
been selected as fashion features by 12 
women’s magazines. Plans are now 
being formulated, with the cooperation 
of promotion departments at each of 
them, to merchandise the editorial con- 
tent at the retail level. 

A major promotion will be the ex- 
ploitation of a Twentieth Century-Fox 
movie, starring Terry Moore, who has 
box-office appeal for the younger set. 
Through ads, counter cards, trailers 
and local theater displays, Miss Moore 
will introduce six major new Huskies’ 
styles, under the theme “Stars in 
Style.” 


Unveil Plaque Commemorating 
Carl Winneguth of WCST 


Los ANGELES—Gil Winneguth, older 
son of Carl Winneguth, and Walter J. 
Galvin, recently unveiled a plaque com- 
memorating the endowment fund set 
up at the City of Hope in memory of 
Mr. Winneguth, who died recently. 

He was one of the best liked and most 
respected men in the shoe industry. The 
new endowment fund was contributed by 
members of West Coast Shoe Travelers 
Association, an organization which Mr. 
Winneguth served unselfishly for many 
years in various capacities. 

He was also the originator of the 
Welfare Board of that group and served 
in a liaison capacity with the 210 As- 
sociates, national welfare group. 
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EVERY PAIR WITH HAND-SEWN VAMPS 
EVERY PAIR WITH NEOLITE SOLES 


NATIONALLY ADVERTISED IN GLAMOUR, SEVENTEEN 


WATCH FOR IT! 











Left, Miss North Carolina, Shirley Bag- 
well, and Miss Peru, Lola Sabocal, try 
on pairs of a new moccasin casual, made 
by Aranov of California. Girls were con- 
testants in “Miss Universe” beauty con- 
test. Sharp promotion by press agent 
Hank Levy got pairs of the company’s 
shoes on a large number of the girls. 


Los ANGELES—A jackpot publicity 
coup was pulled recently when Hank 
Levy, of the publicity firm of Saldana, 
Levy, and Associates, tied a client’s 
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Dave Aranoff, general manager of 
Aranov of California, specialists in wo- 
men's casuals, steps out with, left, Miss 
Chili, Concepcion Obach Chacana and 
Miss Brazil, Maria Jose Cardosa. The 
firm made up a special shoe wardrobe 
for a number of the contestants and got 
publicity breaks in many public media. 


product into a national promotion. Af- 
fair was the annual “Miss Universe” 
beauty contest, held every year in Long 
Beach and one of the two or three big- 


gest beauty pageants held anywhere in 
the world. The affair, always success- 
ful, sees dozens of contestants arriving 
in the beach city from all over the 
world to compete for motion picture 
studio contracts, huge trophies and 
other booty. 

“Sparky” Saldana, because of his 
fluent Spanish, was requested by United 
Press to report on Miss Peru, Lola 
Sabocal, and send daily dispatches to 
Lima concerning her activities, written 
in Spanish. 

Partner Hank Levy stepped into pic- 
ture and got Aranov of California, local 
maker of teenage and misses’ casuals, 
to outfit a group of the contestants with 
the company’s footwear. 

Publicity break for the firm’s foot- 
wear was heavy, especially in local 
press. The Aranov plant made up spe- 
cial footwear for Miss Chili, Concepcion 
Obach Chacana; Miss Brazil, Maria 
Jose Cardosa; Miss North Carolina, 
and Miss Israel, as well as the lovely 
girl from Peru. Presentation was made 
during one of contest sessions, while 
newspaper camera shutters clicked and 
TV cameras ground away. 


W & G Handles Pfaff Machines 

New YorkK—Willcox & Gibbs Sewing 
Machine Company will be responsible 
for distribution of Pfaff industrial sew- 
ing machines throughout the U. S., F. 
Sellmeyer, president of American Pfaff 
Company, announced. 
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N. Y. Arts College Schedules 
Shoe Manufacturing Course 


New YorK — The New York City 
Community College of Applied Arts 
and Sciences, 300 Pearl Street, Brook- 
lyn, will supplement its Shoe Merchan- 
dising course this fall with a course on 
the manufacture of shoes, Shoe and 
Leather Technology. 

The new course will be taught by 
Milton Bailey, supervisor of the Foot- 
wear Development section of the U. S. 
Navy Clothing Supply Office. Mr. Bailey 
also will continue to teach Shoe Mer- 
chandising, which will be given in the 
spring. It is planned that the two 
courses thereafter will alternate, with 
Shoe and Leather Technology being 
given in the fall and Shoe Merchandis- 
ing in the spring. 





International Makes Eight 
Changes in Plant Personnel 


Sr. Louis—International Shoe Com- 
pany has recently announced a total of 
eight supervisory changes and trans- 
fers in plant personnel. 

J. J. Bahr, formerly foreman of the 
welt making department at Ste. Gene- 
vieve, Mo., was promoted to assistant 
superintendent of the Vandalia sole 
plant. 

Joseph Graham, bottaming room 
foreman at the Poplar Bluff Cedar 
plant transferred to that position at 
the Cape Girardeau, Mo., No. 2 plant. 
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Ernest L. Jones, lasting room fore- 
man at Mexico, Mo., has been trans- 
ferred to the same position at Mt. Ver- 
non, Ill. Harold K. Hulett, assistant 
lasting room foreman at Springfield, 
Ill., will replace Mr. Jones at Mexico. 

Herbert G. Meyer was promoted from 
belt knife splitter operator to foreman 
of the Ste. Genevieve currying de- 
partment, and Earl V. Hermann was 
transferred as foreman of the curry- 


ing department to foreman of the welt 
department. 

Charles Morton has been promoted 
from fitting room machinist to as- 
sistant foreman and transferred from 
Richland, Mo., to Jackson, Mo. 

J. B. Shipley has been transferred to 
the Fulton, Mo., State Street plant as 
stock fitting foreman from the same 
position at the Poplar Bluff, Mo., Cedar 
plant. 





International Shoe Is Host to Brazilian MPs 





G. W. McCaslin, second from left, office manager of International Shoe Company's 
Roberts, Johnson & Rand division, explains buying habits to a delegation of Brazil- 
ian Parliament members with the aid of shoe samples. The visitors are, from left, 
Dr. Estacio Santo Maior of Pernambuco; Mr. McCaslin; Licurgo Leite of Minas 
Gerais; Jose De Seabre, U. S. State Department escort officer; and Mr. and Mrs. 


Dix Hait Rosado of Rio Grande do Norte. The delegation is ona world tour. 
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MOUNT JOY PENNSYLVANIA | 
Smooth dress shoe combination tanned 
COS SAC — Extremes with a semi-aniline 
nish. 








CHICAGO BOSTON 








ARMOUR LEATHER (CO. 


in stock, 


FOOT-KING 
stock, 


to $7.95. 


Retail about $7.95. 


NEW YORK 








GOODYEAR 


SMART STYLING SELLS SHOES 
FOOT-KING® 









# 29396 


Brown, smal! 

grained leather, 
U-wing moccasin 
stitch. Storm welt, 
heavy sole. Men's 6 to 12 


Price $5.00 net. Retail about 5g.95 


FOOT-KING men's GOODYEAR WELTS—cabout 100 fast styles and staples 
Widths range from B to EEE. 
Also men's SHU-LOKS, men's WELLINGTONS, men's RIPPLE SOLES. 


BOY RANGER GOODYEAR WELTS—about 40 styles in 
Sizes | to 7, Widths range from A to E. Superior leather linings, 
solid grain leather insoles, anti-fungus drill linings. 


Retail about $7.95 to $9.95. 


Retail about $6.95 


FOOT-KING REG-E-STURD@® BOYS' SHOES. Sales guaranteed 4 months 
or a new pair free! Widths A to E. 


Sizes | to 7. Price $4.60 net. 


~———-FOOT-KING MEANS BUSINESS! ony 


A. S. KREIDER & SON CO. 


DEPT. 815 
PALMYRA, PA. 
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Jack Whitsett Appointed 
By Roberts, Johnson & Rand 


St. Lovis—Jack Whitsett has been 
appointed men’s and boys’ sales repre- 
sentative for the Roberts, Johnson & 
Rand division of International Shoe 
Company. Mr. Whitsett will carry 
Rand, Randcraft, Official Boy Scout, 
Star Brand and Hy-Test shoes in West 
Virginia, Virginia and Bristol, Tenn. 

The appointment was announced by 
—Percy B. Wendt, northern division 
sales manager for men’s and boys’ 
shoes. Mr. Whitsett replaces E. L. 
Boggan, Jr., who resigned. 

Mr. Whitsett previously carried the 
Roberts, Johnson & Rand male line in 
Michigan, and until his new appoint- 
ment, in the Kentucky and Winchester, 
Va., territory. He will make Charles- 
ton, W. Va., his headquarters. 

Mr. Whitsett’s father, N. C. Whit- 
sett, is general manager of Interna- 
tional’s Hy-Test division. 





With Curtis-Stephens-Embry 


READING, Pa.—The appointment of 
Jack R. Levy as sales representative 
for Curtis-Stephens-Embry Company, 
well-known manufacturer of children’s 
shoes, has been announced by F. W. 
Curtis, president. Mr. Levy will cover 
western Pennsylvania, replacing Wil- 
liam Ebert. 

Mr. Levy joins the organization with 
a wide background of experience in 
the children’s shoe business, gathered 
during 31 years with the International 
Shoe Company. He lives in Pittsburgh. 
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WARM BROWN SIDE | 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


ROY CANCELLATION 


Our prices 


Tip; 14 Iron Natural | ; 
Tip: 14 Iron Natura driv e-in s on fine shoes, 
meh» V2 ee bought direct 
Big Boy's Sines BC, | and 
D. bt oa s h from the best 
Stock No. 917 | * 

SMOOTH BLACK || s oe known makers 
Blind Eyelets promotion are in line with 

buyers our nationwide 

Stock No. 441 reputation 


SMOOTH BRIGHT 
BROWN 


Horsehead Embossed 
Vamp; 12 Iron Na- 
tural Rubber Sole 
Brown Rubber Heel 
Boy's Sizes B, 3-6 

Cc 1-4 


0, 
Big Boy's Sizes B, C, | 
D, 6-11 





PENNSYLVANIA 


McCrary at Life Stride 


St. Louis—R. T. McCrary has joined 
Brown Shoe Company’s Life Stride 
division and will travel Texas, New 
Mexico and Arizona. Mr. McCrary 
replaces Joe Bradley who was named 


1215 Washington Ave. 
Sample Rooms: Los Angeles + 


for values! 


Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Help You 


Set Up a Profitable Operation 
Quality Shoes Since ‘32 


| M. K. WEIL Shoe Company 


“While in Town See Weil” 
Saint Louis 3, Mo. 
New York 


prior to assuming the new post. 

Since Mr. McCrary has lived in 
Texas most of his life, he has a vast 
knowledge of the shoe business in the 
southwestern territory. Before joining 
Life Stride, he traveled for Paramount 


Shoe Company, Bourbeuse Shoe Com- 


general manager for Life Stride. He 
pany, and Kane. Dunham and Kraus. 


traveled the Southwestern territory 





A. H. Weinbrenner Wins National Award 





j Re. —. 

The A. H. Weinbrenner Company, Milwauke2, has been given the silver award 
of the National Federation of Advertising Agencies for its national campaign 
advertising Thorogood shoes. Frederick A. Wilmanns, right, executive vice-president, 
is accepting the award from Robert W. Maercklein, partner, Maercklein-Nelson 
Advertising Agency, while John E. Dickinson, vice-president and director of 
retail sales for the Weinbrenner Company, looks on. The award was made by a 
committee of judges comprising Mortimer Berkowitz, Jr., advertising manager, 
Woman's Home Companion; Louis Tannenbaum, advertising director, Gimbel Broth- 

New York City, and Jules Archer, Fuller, Smith & Ross Advertising Agency. 
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Leonard Goodman Joins 
Belgrade’s Moxees Division 
AUBURN, Me.—Leonard Goodman, an 


experienced shoe salesman, has joined 
the staff of the Moxees division of Bel- 


cover eastern Pennsylvania, including 
Philadelphia, and New York state, with 
the exception of metropolitan New 
York. 





LEONARD GOODMAN 


Mr. Goodman formerly traveled for 
the Lester Pincus Shoe Corporation, 
with which company he was associated 
for three-and-one-half years. Prior to 
that he was with the Associated Pur- 
chasing Corporation. 





New Hussco Representatives 


‘New York—The Hussco Shoe Com- 
pany announced the appointment of two 
sales representatives. Tom Stine, Bal- 
timore, will be the salesman in the 
Maryland trading area for Huskies Dis- 
tributors, Inc., B. Frank Williams, Jr., 
Anniston, Ala., will represent the Em- 
pire Leather Company of Birmingham. 
Both are already calling on accounts 
with the new fall Huskies line. 





Lynch Sales Promotion Head 
For Red Ball Footwear 





John W. Lynch, who was recently ap- 
pointed sales promotion manager of the 
Mishawaka Rubber & Woolen Manufac- 











turing Company, Mishawaka, Inc. 





grade Shoe Company, here. He will | 
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ED RICKMAN 
Owner 
FOOT-SO-PORT SHOE STORE 
Saginaw, Michigan 


Mr. Rickman began his career sell- 
ing shoes in a Wisconsin Rapids, 
Wisconsin store and has been a 
member of the Foot-so-Port family 
for some twenty years. He moved 
to Saginaw in January, 1945 as 
operator of the Foot-so-Port store 
there and in September, 1947 be- 
came the owner. 


Mr. Rickman says, “My connec- 
tion as an operator came through 
an ad in the Boot & Shoe Recorder 
... IT have been very happy selling 
Foot-so-Port shoes and a very im- 
portant thing ...1 made money... 
I know of no other line of shoes 
that could consistently do that for 
me... my business has increased 
and thereby . . . my income every 
year... I can certainly recommend 
to any man... to get hold of a 
Foot-so-Port Franchise. If he fol- 
lows through with . . . the advice 
and promotional ideas the Com- 
pany furnishes, he won’t go wrong.” 


x *k* * 


If you are interested in joining the 
Foot-so-Port organization, write for 
your free copy of “The Inside Story 
of Foot-so-Port Shoes” and full de- 
tails concerning an agency in your 
city. There are fre- 
quent opportuni- 
ties for managerial 
positions among 
dealers who own 
and operate sev- 
eral Foot-so-Port 
Stores. 





FOOT-SO-PORT SHOES 
A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 
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LEOTARDS AND TIGHTS 
Whirl-a-Weve Leotards, Durene yarn, zipper bach 
fastener. Children: Short sleeve, $2.15: long 
sleeve, $2.50. Adults: Short sleeve, $2.35; long 
sleeve, $2.75. Give sizes when ordering. 

A. Chatila and Company 

5719 18th Avenue, Bklyn., 


_ MANUFACTURERS OF BETTER DANCEWEAR 











Chimps on TV Kiddie Show 
Wear International Shoes 


St. Louris—Actors from the St. Louis 
Zoo, including chimpanzees, elephants 
and lions, will be featured on the first 
“Red Goose Kiddie Spectacular,” Sat- 
urday morning, August 25 on the ABC- 
TV network. 

For the past three summers, the 
chimpanzees have worn International- 
made shoes in which to perform twice 
each day for zoo visitors. The shoes are 
custom fitted, made on lasts specially 
designed for each actor. John Hatton, 
manager of men’s and boys’ style de- 
partment of International Shoe Com- 
pany, together with stylist Herb Gris- 
som, personally measure each chimp 
for footwear. Manufacturing is ac- 
complished at International’s plant in 
Flora, Ill. 


. 
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Hugh M. Crull, center, retiring manager of International Shoe Company's women's 





style department, receives a set of matched luggage at a farewell party staged 
in his honor by company executives and other friends. M. R. Chambers, left, 
general merchandise manager of the women's division, made the presentation. 


Sr. Lours—Approximately 65 Inter- 
national Shoe Company executives at- 
tended a farewell dinner for Hugh M. 
Crull, manager of the women’s style 
department, who retired August 1. 

In accepting a parting gift of a set 
of matched luggage, Mr. Crull pointed 
out that any measure of success he had 
enjoyed in his job was due largely to 
the excellent cooperation he had re- 
ceived from his co-workers during his 
28 years with International. 

“This is of particular importance,” 
Mr. Crull added, “when you consider 
that you have helped me to establish a 
national record in the shoe industry by 
helping me to hold down the job of 
manager of the women’s general style 
department longer than any one has 
held a similar job in any shoe com- 
pany in the nation.” 

A number of his associates paid trib- 


ute to Mr. Crull, including M. R. Cham- 
bers, general merchandise manager, 
women’s division, who was toastmaster 
for the event; Richard O. Rumer, gen- 
eral counsel; Mrs. Betty Mason, fash- 
ion co-ordinator; James E. Quinn, re- 
tired, former director of the company 
in charge of all manufacturing; Sam 
Bown, retired, former director in 
charge of all patterns and designing; 
and W. H. Boehmer, in charge of all 
shoe costs. 

The farewell celebration was ar- 
ranged by Roger Harrison, manager of 
the women’s pattern department, and 
Hal Parsons of the women’s style de- 
ment, 

Mr. Crull has been appointed Florida 
and Georgia sales _ representative 
of the Irving Tanning Company, Bos- 
ton. His headquarters will be at 302 
N.E. Eighth Avenue, Delray Beach, Fla. 





Since a chimp’s longest toes are on 
the outside of his foot instead of on the 
inside, resultant right shoe appears to 
go on the left foot, and vice-versa. As a 
timesaver, shoes are made with zippers 
as well as laces. The thin, flat chimp 
feet run to C, D and E widths. 

Sets for the chimp show were design- 
ed by Fred Conway, noted American 
muralist and instructor of advanced 
painting at Washington University, St. 
Louis, The zoo from which this August 
°5 telecast will originate is located in 
77-acre Forest Park and draws visitors 
from all over the world. Director is 
George P. Vierheller. 

Geared specially to a young-in-heart 
audience, timed to hit the peak selling 
for back-to-school shoe buying, the 90- 
period for back-to-school shoe buying, 
the 90-minute Zoo program will go out 
from 11 A.M. to 12:30 P.M. New York 
time. The first program includes a chimp 
show, lion show and elephant show. The 


elephant section includes rhumbas and 
square dancing in addition to the more 
familiar pyramid tricks. Both bear 
and lion cubs will make their national 
television debuts in a comedy act. 

“Life on the Mississippi” highlights 
the chimp section. Done in vaudeville 
manner, the chimps, attired in nautical 
outfits, serve as pilot, stevedore, deck 
hands and the like against a Mississippi 
River showboat stage set. In true river 
tradition, the crew and cast go through 
various antics, including banjo playing, 
coat shoveling, water “skiing,” singing, 
and tooting a boat whistle to clear other 
showboats from the imaginary river. 

Two subsequent “Red Goose Kiddie 
Spectaculars” are planned by the Fried- 
man-Shelby division of International 
for October 6 and December 8. Al- 
though details have not as yet been 
announced, Johnny Olsen will act as 
master of ceremonies. 
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IN STOCK SHOES 








PROFIT POINTERS! 


BLACK and WHITE SERVICE SHOES 
For NUNS and NURSES and 
INSTITUTION WORKERS 


708—Black Smooth Plug 
Oxford Wedgie 
Crepe Sole. 5-10; 
AAA, AA, 
A; 4-10; B, 
Cc. 










ALWAYS 
IN STOCK 





707 White Elk 

Plug Oxford ne 
Wedgie Crepe dite. : 
Same Sizes and Widths, 


Convents—Hospitals — Plants mean hundreds 
of prospects for service shoes in your com- 
munity. Sell them, keep them sold with at- 
tractive durable Smiteze service styles. 


MADE BETTER WEAR BETTER 
GREAT LAKES SHOE CO. 
OcONTO WISCONSIN 





BOX HANDLERS 





BE 
READY 


for the fall 


RUSH 


Order enough LONG ARMS now so that your 
salesmen will always have one in easy reach, 
You will save a lot of time and energy. Long 
Arms get the shoes from the high shelves and 
return the empties upside down, Handle lengths 
24” to 60”, $3.50; 72”, $4.50, sent parcel post 
prepaid in USA. Satistaction guaranteed. Specify 
handle lengths wanted and if for men’s or 


women’ ¥ a. 
lobber or CARL ae 
Cedar "Ale ts Road, 
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E. T. Wright Foreman Retires 
After 50 Years’ Service 


ROCKLAND, Mass.—E. T. Wright & 
Company, manufacturers of Wright 
Arch Preserver Shoes, recently honored 
Timothy P. Doyle on his retirement 
after 50 years of service as foreman 
of the stitching and fitting departments. 

Mr. Doyle is recognized in the shoe 
trade as an outstanding expert in styl- 
ing and techniques in stitching on men’s 
high quality shoes. 

He had developed many techniques 
of fine stitching as applied to the many 
changes in men’s shoe styles. 

On July 24, Mr. Doyle’s desk in the 
stitching room was decorated and he 
was presented with many gifts from his 
former associates, and a check from E. 
T. Wright & Company. 

Mr. Doyle divides his time between 
his home in Rockland, his summer home 
in Nantasket and participation in the 
activities of the many fraternal or- 
ganizations to which he belongs. 


Leather Man Aids Boston’s 
Combined Jewish Appeal 





Isaac Diamond, who has been appointed 
co-chairman of the Shoe and Leather di- 
vision in the campaign of the Combined 
Jewish Appeal of Greater Boston. Mr. 
Diamond is president of the Diamond 
Leather Company. The campaign aims to 
raise money to finance the activities of 
201 philanthropic agencies operating in 
the United States and abroad. 


Letter to Avon Sole Company 
‘Pinpointed’ to Massachusetts 











a 
AVew " 
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Recently the Avon Sole Company re- 
ceived the letter shown above, mailed 
in Baltimore and addressed, "Somewhere 
in Massachusetts." We're not suggesting 
you address mail in this way but if you 
do, be sure you are writing to someone 


as well known as Avon Sole Company | 





Where 








BALLET SHOES 








ACROBATIC SANDALS 


SIZES FOR CHILDREN AND WOMEN, 
ALSO SIZES EOR MEN 


HIOLLYWOOD PRODUCTS, INC. 


| Factory: 288 No. High St., Columbus 16, Ohio 
P. ©. Box 628 








SLIPPERS 















“Mn ) cu enaonsol 
.. the big news for Spring and Summer 
. . this popular finger-gore style in 
soft, pliable elk with buoyant 
12-iron cushion crepe sole. 
Retails profitably at $4.95 
Order Now for August and 
September delivery. 
Tan or Brown, Case runs of 12, 18 and 36 pair: 
size runs 6-11. Minimum order 12 pair. 
Write for Catalog and Price List 


HUBER stirrer co., Aviston, iL. 








ORTHOPEDIC FOOTWEAR 
TARSO SUPINATOR SHOES® 


—/for weak or flat feet— 
. prescribed by doctors 

as the modern corrective 

shoe for children. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway * Yonkers, N. Y. 
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SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 














Manufacturer of nationally known pooular priced Women’s casual line desires capable salesmen UTSTANDING OPPORTUNITY FO 
act 0 | i 3 JTS } NG I AS- 
Commissions paid weekly. Non-conflictinn side line may be carried. SISTANT BUYER. If you are ag in a 
Give full qualifications. experience. and recent snapshot. promising position in the retail field and thor- 
een ye oe oughly familiar be - ceens shoe business, 
ennessee-Kentucky (5) Colorado- “eth y ‘ and if you are under 35, have confidence, spunk 
(2) Lovisiana- Mississippi Arkansas i ——— our Matly sotnbliched Breaded Caseat Line for 
G) Mi i-K : a MMinoi r . e our highly establishec randed Casual Line for 
(a) ——" ansas -Souther $ ° — Oregon- Idaho Midwest Territory. Chicago man preferred, but 


right man takes the job. Give full details and 

















Reply te Box 581, BOOT & SHOE RECORDER, Chestnut & 5éth Streets, Philadelphia 39, Penna. references in first letter. Reply to Box #578, 
— gtd, Shee Fe igs Chestnut & 56th 
Streets, P ia 3 7 
SALES REPRESENTATIVE SALESMAN WANTED So ee 
For a recently expanded. well established New York To carry Line of Children’s, Pre-Welts and Ce- 
eyed ¢ oe Sree Reese, stiogere. Popeler ments. a Stock and Make Ups; Com- 
no—$ 1. . Several - mission basis. be carried with non-conflicting 
tales oe Se SS eee. Line. Established territories: Oklahoma, Ohio, LINE WANTED 
WiwvAt FoOFweak COMPOHATION | | | "“w"c"avee scorr snot co, Ine 
ath ‘ite Sent Sastre Nee ton | | | THE KEPNER SCOTT SHOE CO, INC. WANTED POPULAR 

















PRICED LINE 


Slippers and casuals to sell Large Chains 
and Mail Order Houses. Am now shipping 


TOP-LEVEL SHOE EXECUTIVE oer Mion olars ut wih dito 


pate . titive Line. California Process 
Seeks position with alert, progressive shoe manufacturer, intent on goin ge wey . ; 
idn.anaeal in all major phases of faci ei preferred. Can style line and give you 





POSITIONS WANTED POSITIONS WANTED 

















eduction control, sales, volume distribution in men's, women's and large increases if you have established 
Dove’ footweer. Presently employed with leading firm in top management business. 
position at policy-making level. Have been with same company in Reply to Box 583, BOOT & SHOE RECORDER 
executive capacity for ten years. Am now seeking wider scope for Chestnut & 56th Streets, Philadelphia 39, Pa. 
a pers —_ sn arepaczery for initiative, versatility and know-how. = —- 

er wi e * experience in shoe business. Extensi 

trade contacts. Prefer Eastern Massachusetts location. Salary discussed. VOLUME SHOE SALESMAN 

Reply to Box 572, BOOT and SHOE RECORDER, 10 High Street, Boston 10, Mass. sate’ saleenion, fon yours wiht fos, \eoing 





shoe manufacturing ae moe Experienced in 
all phases of Volume shoe distribution. Top 
money maker. Available immediately for o 


ATTENTION SHOE MANUFACTURERS! Ren We bm fie BOOT & SHOE meconDER 


tnut & S6th Streets, Philadelphia 39, Pa. 
Available—Top flight Sales Manager fully capable of handling a 

















large sales organization, its advertising and direct mail promotion HOEMAN: YOUNG, SUCCESSFUL, Trav 
. . » One who understands the importance of retail shoe selling Se OD iene with Branded 

. “ ” Ho ishi to improve position East 
volume factory fillers and house account sales ... A “SELLING Repl to Box #586, Boot and Shoe Recorder, 
Sales Manager! Chestnut & 56th Streets, Philadelphia 39, Penna 


Reply to Box 579, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 











FOR SALE 
FOR SALE | SIDELINE SALESMAN WTD. URPLUS SACRIFICE: 1300 PAIRS OF 


NATIONALLY ADVERTISED White Baby 




















} EAUTIFUL DISPLAY CARDS MADE | Shoes. 700 Pairs size 5; 250 pairs size 5%; 

FOR SALE | _ EASILY with our ‘Do-It-Yourself’ display 350 pairs size 6. All are perfect and cleanly 

Sign Kit. Good sideline commission for you haved. Retail at $3.50 pair. Asking $1.00 pair 

FAMILY SHOE STORE in Booming Florida Good deal for all stores. Write for samples of Small orders filled. Reply to Box #577, Boot 

East Coast City, 100% location on Main our beautiful “Pre-Cut’” Gummed Paper Let and Shoe Recorder, Chestnut & 56th Streets, 
Business Street. Qwner will sell with or ters; 7 sizes 4” to 6”; 8 colors in Black, Red, Philadelphia 39, Pa. 

without inventory. Volume potential Blue, Green, White, Yellow, Gold and_ Silver NE: REE AS AE dr a eo = 7 

$100,000 or better. Mount them like a stamp anywhere. Write for AMILY SHOE STORE, Excellent Location 

- ne ” eo 7G > ry AD 4 . Y 8 . Excehe ocation, 

Reply to Box 564, BOOT & SHOE RECORDER ms nly pa gualpnade Be pela Pe ccabteded. git’ tenes. Volome so 

Chestnut & 56th Streets, Philadelphia 39, Pa. E ’ 7 proximately $48,000, Rent $150.00 graduating 











rat iA , “ey cae a » $165.00, Nationally advertised brands. Cen 
SSRN GRMN TN AE NAL ee | ETALLIZED MYLAR Gold and Silver Kid te $16, " 

: a. TS PTERNS y | 9 ne sages a“ : - tral Connecticut, Owner has other interests 

OR SALE: LASTS, PATTERNS AND Grain, best guaranteed quality, in supported Reply a Box #585, Boot and Shoe Recorder, 


and Men’s Winter Boots; also five sewing ma agents exclusive against commission only, want 


DIES to make seven different styles Ladies’ | and unsupported Vinyl backing. Salesmen and Chestnut & 56th Streets, Philadelphia 39, Penna. 





chines to make these boots, and five or six hun ed, as sideline. ery smal] samples to carry. ate URNA ES aga — : 

dred dollars worth of material. Will take | Material suitable for shoe trimmings, pipings, ELL ESTABLISHED SHOE BUSINESS 
$1,200.00 cash. Reply to Box #587, Boot and strippings, heel covering, wrappers and sock for sale by Estate. Phone 335372 after 6; 
Shoe Recorder, Chestnut & 56th Streets, Phila- linings. PLY-LAR CORP,, 118-11 84 Ave Sunday all day; 808 Ewing Avenue, Clearwater, 
delphia 39, Pa. nue, Kew Gardens 15, N. Y. Florida, 





CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified headings. Minimum amount 
accepted 18 words, $3.60. When a box num is desired, addressed to any of our offices, 12 words must be added for this 
and charged at the word rate. If advertiser’s own name and address is used, count each word (street number is one word) 
at word rate. Classified advertising is payable in advance. Send check or money order with your copy. No accounts are 
opened for classified advertising except for regular advertisers on contract. 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 4% words per inch, 


Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office—Séth & Chestnut Streets, Philadelphia 39, Pa. 
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TORE FOR RENT IN NEW abies “WE PAY TOP DOLLAR FOR YOUR DISCON- MY HOBBY 

S MASS. 100% location. a pasate TINUED OR SURPLUS STOCKS Buying, Selling Shoes for 36 years 

dress stores; perfect for ladies’ shoe store; Can- on eek eo vont y Bo gh BECAUSE CASH TOP PRICES 

cellation or Popular Priced Shoes. Rent reason- Discontinued stocks 

able, Heated and air conditioned. Apply: IM- WRITE OR PHONE COLLECT 

PERIAL REALTY CORP., 918 Purchase BERT PERLMUTTER HARRY HESS 

Street, New Bedford, Mass. : 76 Reade Street New York 7, N. Y. 
RT. 46, KENVIL, N. J. JUstice 4-7926 Telephone: WOrth 2-896! Beekman 3-767! 

| BRAND NAMES PREFERRED 














Hood and Goodrich Men Make Tour of Plant 





Left to right, front row: Edgar H. Sunderhaus, C. M. Campion, Jr., Richard A. 
Harvey, Paul L. Furman, Donald E. Billington, Robert W. Wood. Second row: Sam 
L. Seward, Harry L. Stebbins, James T. Collins, Robert W. Gefvert, Edward A. 
Tully, James W. Straubinger. Third row: Lawrence T. Maloni, Richard DeHann, 
William M. Quinn, Bruce Brummond. Fourth row: Melvin T. Kofod, Virgil Lindgren, 
Stanton L. Carter, Donald E. Wilkinson, James C. Harvey, Warren M. Heise, Lloyd 
E. Bachman. Back row: Ralph F. Little, Thomas P. Brown, James S. Barrie, Charles 
M. Campion, Raymond H. Blanchard. 


WATERTOWN, Mass. — Twenty-four were led by Ralph F. Little, Goodrich 
footwear salesmen, 12 representing manager, footwear sales, and Charles 
Hood Rubber Company and 12 repre- M. Campion, Hood manager, branch 
senting The B. F. Goodrich Company, footwear sales. 
were brought into the factory during On the last day of the gathering, a 
the second week of July for a tour of session was devoted to advertising and 
the plant which also included a series sales promotion, followed by luncheon 
of group meetings. and meetings at the Parker House, 

Following an address of welcome Boston, and ending with a tour of 
by Raymond H. Blanchard, president historical Boston and vicinity and a 
of Hood and of The B. F. Goodrich dinner at Marblehead, Mass. Arrange- 
Footwear division, and an introductory ments for the tour were made by A. R. 
speech by James S. Barrie, vice-presi- MacMillan, C. E. Tuck, J. E. Moran 
dent in charge of sales, group meetings and O. T. Smith. 





International Shoe to Close One Jefferson City Plant 


St. Louis—International Shoe Com- our men and women find other work,” 
pany will close its Bolivar Street plant Mr. King stated. “Representatives from 
in Jefferson City, Mo., according to an the company’s industrial relations de- 
announcement made by R. E. King, gen- partment will be in Jefferson City to 
eral superintendent of the juvenile interview every employee to assist him 
manufacturing division. International’s in finding suitable employment.” 
other plant at Main Street will not be The plant is expected to close by 
affected by this closing. September 1. No decision has been 

The company based its decision to reached regarding disposition of the 50- 
close the Bolivar Street plant on the year-old building. 
advisability of other facilities within The line of infants’ and babies’ shoes 
the company where this line of shoes produced at Bolivar Street will be 
can be produced more efficiently and transferred to other International 
economically. Approximately 180 per- plants where production schedules will 
sons will be involved in the closing. be increased to meet company sales re- 

“Every effort will be made to help quirements. 
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CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW Mey 7, N.Y. 
Telephone WOrth 2-2515 





WE PAY CASH | 


for your 
SURPLUS STOCK 
DISCONTINUED LINES 
CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ * Men's * Children's 


31 No. 4th St 
BARSH & CO. Puia: ¢, 
Write or PHONE - MA 7-1666 


“MORRIS BAYROFF 
sonata bay M & R Shoe Co. 
wae ee aT 
1s?” DUANE ST « N.Y.C,. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assu 























MERCHANTS’ NEEDS 


Vy way PBTISING 
} 7 . 
enh Or ( C1PpPllys 











—here's how to get 


More Business! 


HE Vincent Edwards Idea 

Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 

ng on, 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
rganization 


342 Madison Ave., New York City 


Please tell me more about your news 
paper ad cli ping service and special short 
term trial o 


NS es ieee cee Ge ke ccctccncaassvasecucce 






































WANTED TO PURCHASE WANTED TO PURCHASE WANTED TO PURCHASE 


TOP DOLLAR!| |" citioussugt so 






FOR TOUR 0008 | AND. ENDS, CLOSEOUTS YOUR NAME PROTECTED 
EDDY SHOE COMPANY B. & R. SHOE CORP. 
182 He. at Ste MEMAB Ee 6, Pe. 74 READE Sontn tae FOR CASH 
Phone: LO 3-9533 RALPH VOGEL 























V Quality Shoes V Complete Stores 
¢ CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 

Any Quantity . . . Any Time! 

For Quick Action, 





























: 
CASH ME 
TOF PRICES Mm 


SURPLUS SHOES 


Topic of the Day 
WHO CAN 
BEAT IKE... 








CANCELLATIONS 








ps a BEAT COMPLETE STORES sy gree SHOES ge rg sums : 
UNCLE LOUIS’ tion. +. quality men's, “WHILE IN TOWN SEE WEIL® 
PRICES Ce women’s and children’s shoes. 
For the answer—phone or write ine —7oolwear FOR OVER 41 YEARS peeraredictes ibe 
fake §=MOSINGER-COHN 
formerty with S. CAMITTA & SONS 235 Washington St. louis 3, M WE BUY 

















_ Senin . Your BRANDED 
VMMHT@]Mebl-SS and DISCONTINUED 
Quick decision on your offers of discontinued and SURPLUS STOCK 


\ iB ay R | ts surplus men's, women's and children's shoes. 
SS THE NATION'S FiNcsT Also complete stores considered Sy-tans ogre 
ar -, 


CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 
ae Reade St. - New York 7, WY. + Tel: WOrth 2-5180 S CAMITTA SHOE CO 
120 No. 4th St. Phila. 6, Pa. 
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WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN’S BRANDED SHOES. ARRONSON 


FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |, N.Y. | | Pp A y S MO R E 
Mex L. Meltzer, Pres. Ivanhoe 1-9830 
| 


——___—_—___— ney: + 2 | | FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 


























YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL LEASES ASSUMED FOR OPERATION 
NOTHING TOO LARGE OR TOO SMALL 
TT . ’ 95 Reade St., N York 13, N. Y. 
SAM CAMITTA & SONS iiacanies aan George J. Arronson Associates 
Foremost Cash Buyers of Fine Shoe Jobs Since 1906 “i eed RIOT = 











Surplus Stocks © Cl plete Stocks © Your Name and Brand Protected 




















_B.& R. PAYS THE LIMIT 


WE BUY CLOSE OUTS, SHOE STORES 


4 a ° 
F LEASES ASSUMED pa — 
e YOUR NAME PROTECTED P + complete stores 
. B. & R. SHOE CORP. H BROITMAN- 
74 READE ST., NEW YORK 7, N. Y. GAFFIN SHOES 
WORTH 2-6358 inc. * BE 3-7290 
RALPH VOGEL 146 DUANE ST., N. Y.C. 
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Saddle up for profit 


WITH 

GODING 

WESTERN 
BOOTS 











Saddle up, Mr. Dealer, and 
join the stampede to the cas- 
ual comfort of western wear. 
Saddle up for profit . . . by 
having the right merchandise 
to meet the demand. 


The right merchandise is 
Goding Western Boots, like 
the style shown here. They’re 
all Goodyear Welt Construc- 
tion, built to exacting specifi- 
cations, riding heels or walk- 
ing heels, all colors, and sizes 
to fit every cowboy or cowgirl 
in the family . . . delivering 
more style and more wear 
for less money ... with a full 
mark-up for you. 


Write today for free 


full-color catalog of the 
entire Goding Line. 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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The Shoe Stylist... 


..and the SHANES in his or her shoes 


Style is basic. Style sells shoes. 


That’s why shoe manufacturers put so much time, 
money and effort into styling. 


To keep styles “‘in style” longer, many make it a point to use 
United Shanks. The right United Shank complements styling, 
preserves the basic lines of the shoe, gives your customer a better 
product. United Shanks are Vila-Tempered for extra strength 
and freedom from distortion. They fit like the master models. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


VITA-TEMPERED STEEL SHANKS 
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diene neta national advertising goes to 
ptember issue of Argosy. Dealers everywhere report customers 
unusually pleased with Edgerton “Division of Nunn-Bush” ii 
- ... and that Edgerton styling brings new customers in dole 
Se Dab i of Seattle, reports 40 pairs per day sold, for 
five successive days... the result of ONE newspaper ad 
coordinated with special school promotion. Edgerton 
Shoes can improve YOUR young men’s shoe business! 
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